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Send for Sample 


The wagon illustrated—No. 290—is our 
newest development in All-Steel Wagons. 


All-Steel Wagons 


It is finished in a striking baked enamel 
tangerine color. Full sized, wide body— 
14x30x4. Large 5” roll around top with 
deep beading and seamed bottom. Ex- 
tremely strong and rigid. Bottom is thor- 
oughly reinforced with steel cleats, solidly 
bolted. Channel steel gear with 934” steel 
disc wheel on roller bearings and fitted with 
1” corrugated rubber tires. Shipped packed 
one to a carton with strawboard liners to 
protect sides and bottom against scratches. 
Weight, ready to ship, 34 pounds. This 
number is one of the greatest values we 
have ever offered in All-Steel Wagons— 
send for a sample. Liberal discount on 
list price for quantity orders. 


Prompt Delivery 








See Your Jobber 


are the Rage! 


Unless you carry a full line of All-Steel Wag- 
ons, you cannot get your full share of the 
wagon business in your town. 
A full line of styles and sizes is necessary 
to take care of the big demand for All-Steel 
Wagons, and you may obtain this complete 
assortment in the old, reliable, ‘“Pioneer Line.” 
As usual the Gendron * ‘Pioneer Line” has 
“set the pace” in All-Steel Wagons. Write 
for fully illustrated printed matter and prices. 
We can make prompt shipments of samples 
or merchandise for stock. 


THE GENDRON .WHEEL COMPANY 





Published Weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. S. A. 


Entered as second class matter May 22, 1913, at the Post ‘Office, at New York, under ihe Act of March 3, 1879 
Advertising Index, Page 98 
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6GWhen'"the wife" 


selects hardware 






. 








there are a good many qualities that enter in before a sale is 
made. Woman is a lover of the artistic and beautiful; she is 
keen to discover quality; she admires strength. Naturally 
then, her purchases are greatly influenced if one brand com- 


bines all the desirable quatties. 


The housewife of today, upon examining any Frantz item, 
notices immediately the departure from the conventional in 
artistic lines, the unusually beautiful finish, and the presence 
of strength and endurance. She becomes so well satisfied 
with a first purchase that she makes a mental note of the 
bright red label and the prominent trademark, that she may 
have no difficulty in distinguishing Frantz items thereafter. 


FRANTZ MEG. CO. | 


STERLING, ILL. 
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Garage Fixtures 
Hardware for 
the Barn 























Hinges and ‘Butts 
“Residence 
Finishings 






Distinguish the HARDWARE by the 
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windows! 


Group | J. B. Wilson & Sons, Cone ng . 
DX.» mpton, 
FIRST PRIZE a Hdwe. & Sporting Goods Co ampton 


hman Bros., Oxnard, Cal....... $100.00 Geo. W. Stewart Hdwe., Washington, Iowa 
SECOND PRIZE Mabie-Lowrey Hdwe. Co., Roswell, N. M. 
rank Kadlec, Glencoe, Minn..... 50.00 Larsen-Forbes Hdwe. Co., Valdosta, Ga. 
eR... PRIZE a gh ag —— yee a ant 
elps ge ercantile Co., Morenci, riz. 
Carstens Bros., Ackley, Iowa..... 25.00 Senger & Heller Hawe., Portase, Wis. 
FOURTH PRIZE he W. acken Success Store, Beaver 
Greenville Hdwe. Co., Greenville, Dam, Wis. 
BEBE, ccccccccecepeccccocccecese 15.00 . F. Holloway Hdwe. Co., Fremont, Neb. 
FIFTH PRIZE The George Hdwe. Co., Grinnell, lowa 
McLean & hepeeenetien Walden, 
sabaveedesdué cebaseudesen 10.00 Group 3 
FIRST PRIZE 
Group No. !—$5.00 Prizes Missoula Mercantile Co., Missoula, 
C. A. Nichols Hdwe. Co., Rock Rapids, Iowa NT ee cc ng btaihabeons new" $100.00 
oe Mercantile Co., El Dorado SECOND PRIZE 


"a" Waller a Westwood, N. J. — Hdwe. Co., San Angelo, 
a. H. Couden, Manlius N. » Tex eoereeeeeeeeeeeereeeeeeeeeeeeeee 
M. R. Loud & Co., Colmubten Sq., So. Wey- THIRD ‘PRIZE 
mouth, Mass. Chas. Beshore & Co., Marion, Ind. 25.00 
W. Lund Company, River Falls, Wis. 
Guthrie, _—— & Jones, Sweetwater, Tenn, os sy Co., Corning, 
Knauf & Tesch Co., Chilton, Wis. EE sbécevendesdscdéoseoes< 15.00 
Scofield Company. St turgeon Bay, Wis. FIFTH PRIZE 
Fowler & Ball, St. Johns, ch, 10.00 
Hagman Hadwe. Co., Mi laca, Minn. Jordon Hdwe Ca. Willimantic, Conn. 0. 
Zuzak’s Wonder Store, Boonville, ‘Mo. 
A. 


H. —— Cobleskill, N. $5. 
Co., Randolph, Vt. Group 3—$5.00 Prizes 


Davis nag a Mt. Vernon, Wash. Kurzhals Bros., Inc., cor. Main St. and Nel- 
@ & Blanchard, Inc., Newport, Vt. . son Ave., Peekskill, New _- 

oO. S. Stapley Co., Ine. "M fesa, Arizona M. P. Alkon & Co., Portsmouth, N. H. ; 

Howard A. Weaver, Montoursville, 7 Strong Hdwe. x 1 284 Burnet St., New 

H. P. Alkman, Cazenovia, New Brunswick, N. 


> B. B. Fowler Co., ~~ Falls, N. Y. 
Parnacott & Sterling, Three Mang Mont. Ailen A, Sentnee Co. Tuscaloosa, Ala. 


50.00 


Group 2 . S. Burbank, Plymouth, Mass 
oup Fowler & Sellars Co., White Plains, New 
FIRST PRIZE 

Killian & Company, Cedar Rap- Jellenuen Hdwe. Co., Jefferson, Iowa 

St PT scLicebbvanbeneees tous .$100.00 Boston Store, Main Street, No. Adams, Mass. 


ney Bros., Keokuk, Iowa 
zen Hdwe. Co., Riverside, Cal. 
Sell. Atkins Mercantile Ca. 319 No. Broad- 


SECOND PRIZE 
Interstate Hdwe. & weed Co., 


ih cos. seaqeedeseedees 50.00 way, Pittsburgh, Kan. 


THIRD PRIZE ° 
S. Hill & Son, Santa Ana, Cal... 25.00 a. Hdwe. Co., 158 Main Street, Hack 


N. J. 
James Thompson, 132 Nells St., North, Sher- 
rooke, Que., Can. 





Tf) bet ed ed © 
| 


revere. PRIZE 
K. Ortiz, Mamaroneck, N. Y...15.00 


FIFTH PRIZE 


Newman Dry Goods Co., Arkansas Group 4 
Ge, ES, eesdetccceessevneeees 10.00 FIRST PRIZE 
Idaho Hdwe & Plumbing Co, 
Group No. 2—$5.00 Prizes Pt nD 4400040600060000000% $100.00 
The W. F. Hdwe. Co., Greeley, Colo. ow PRIZE 
Kalispell Mercantile Co., Kalispell, Mont. C. Lyon Co., Durham, N. C. 50.00 
Standard Hdwe. Co. Weston, a. THIRD PRIZE 
The Dietrich Hadwe. Co., 29-31 Main St., James Black Dry Goods Co., 


Salamanca, N. Y. Ww jasedeeswousd ’ 
Schad & Pulte Hdwe. Co., Gainesville, Texas FOU a Se -. — 
+ Hdwe., 505 Landix Ave., Vineland, Clark Hdwe. Co., Jamestown, New 


The Bell Hdwe. Co., Derry N. H. Yor Cee ee eee eee eens eeeeee 15.00 
The Ogden Hardware Co., "eens. Ky. FIFTH aun 
Reynolds, Thompson & Robinson, Norwich, H. C. Prange Co., Sheboygan, 

Be Ge WED sbednsqueh46000606006060000 10.00 


PYREX SALES DIVISION 
CORNING GLASS WORKS, CORNING, NEW YORK 


Originators and Patentees of Oven Glassware 


Group 4—$5.00 Prizes 


Congratulations to the Winners 
in the PYREX Window Display Contest 


ONGRATULATIONS to the prize winners! Congratulations to 
the other contestants, too—their window displays were so fine 

that it was mighty difficult for the judges to choose the winning 
Everybody seems convinced that Pyrex Window Dis- 
plays always win prizes in the form of increased profits! 


List of Prize Winners in the Pyrex Window Trim Contest, 1925 


waa & Murphy, Genesee St., Auburn, 
Fisher-Glassford Hdwe. Co., 1024 Fulton St., 
Cal. 


Fresno, 


W. C. Lyon Company, Box 198, Durham, 


Barrett & Hicks Co., Fresno, Cal. 

Perth Amboy Co., Perth Amboy, N. J. 

Tepper Bros., Elmira, » ae 

John C., Ross Hdwe. Co., Austin, Tex. 

Grosby Bros. Co., Topeka, Kan. 

Fenton China & Housefurnishing Co., 
oke, Va. 


N.C, 


Roan- 


Rudolph Heyse, 25 N. Tejon St., Colorado 


Springs, Colo. 
J. W. Jung, Sheboygan, Wis. 
The I, Swan, Elgin, IIL 


Group 5 


FIRST PRIZE 
Kinney & Levan Co., Cleveland, 


DE Hetbdutsscdkecseddéeddeusesaa $! 
SECOND PRIZE 

May Company, Los Angeles, Cal. 
bea * PRIZE 

{, - e” Lazarus Co., Charleston, 

FOURTH PRIZE 

+ ene Hdwe. Co., Los Angeles, 

DF Miegiudadiade caboose tedeuseees 
FIFTH PRIZE 

Schuster & Co., Milwaukee, Wis. 


Group 5—$5.00 Prizes 


50.00 


25.00 


15.00 


10.00 


—- C. Lake, 1218 E. 63rd St., Chicago, 


Gernsbacher Bros. Co., Ft. Worth, Texas 


The Owl Drug Co., San Francisco, Cal. 


“<a. ne Co., Fifth Avenue, New York 


Cit 
J. i ” jandome Hdwe Co., Winnipeg, Man., 


Pe... Innes Co., Wichita, Kan. 


J. B. Wells & Son Co., sa Catherine 
. 


and Franklin Sts., Utica 


Allen & Bayne, 642 Ng " Ave., Kansas 
City, Kan. 


Cohen Bros., Jacksonville, Fla. 

W. C. Stripling Co., Ft.* Worth, Tex. 
Laclede Gas & Light Co., St. Louis, 
Forbes & Wallace, Springfield, Mass. 


Mo. 


Morganford Hdwe. Co., 5010 Gravois Ave., 


St. Louis, Mo. 
Glass Block Store Co., Duluth, Minn. 
L. McLean Co., 

Francisco, Cal. 


1158 Sutter St., 


San 


The Stambaugh-Thompson Co., Youngstown, 


Ohio 
Titche-Goettinger Co., Dallas, Texas 


The Grote-Runkin (Co., Seattle, Washington 


The Carson Crockery Co., 1732 15th 


Denver, Colo. 


St., 
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Sold before they 


PUT in an Eveready Columbia 
Dry Battery window and 
watch customers stop, look 
and walk in. Quicker sales, 
more frequent turnover of your 
battery capital and often the 
marketing of other merchan- 
dise follow such window dress- 
ing. We have ready for your 
use an assortment of display 
material of all sizes and types, 
for large and small windows, 


enter your shop! 


store counters and shelves. 
Each piece handsomely litho- 
graphed in colors and substan- 
tially built to last. Sent free 
on request. 


Order a stock of Eveready 
Columbia Dry Batteries from 
your jobber. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 


New York San Francisco 
Atlanta Chicago Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 








COLUMBIA 


Dry Batteries 


-they last longer 
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THE FINEST ON EARTH 


: SEARCH THE WORLD OVER— 
E -  YOU’LL NOT FIND A BETTER SAW 





In fact you’ll not find a saw “just as This saw is five gauges taper ground and 
good.” @he four Hundred is without given a mirror polish. Fitted with Solid 
doubt ‘‘The Finest On Earth.”’ Rosewood Handle, Improved Perfection 


pattern which prevents wrist strain. 


You can obtain The Four Hundred in 
skew back regular or ship point pattern; 


Discriminating users who pride them- 
selves on owning the best saw that 
money and skill can produce, demand 





The Four Hundred. also straight back regular or ship point 
, , , attern. 

It is a saw extraordinary in quality, ° ' — 

workmanship and finish. Made from Write for our latest catalog descriptive 

“Silver Steel,” Atkins exclusive formu- ~ “ » 2 — F 4. — ae onl 
la; it will therefore outwear and outcut = Walch unciuacs srand, ip, and ae 
x any other saw Saws, AAA Non-Breakable Hack Saw 
5 Blades, AAA Power Saw Blades, Hack 


f Good hardware merchants all over the Saw Frames, Coping Saws, Compass 
‘ world are authorized to guarantee this | Saws, Metal Cutting Saws and Plumbers 
saw, “‘The Finest On Earth.”’ Saws. 


Modern Manufacturing Methods Make Atkins Saws the Leaders 


E. C. ATKINS & COMPANY 


: Established 1857 The Silver Steel Saw People 
: Machine Knife Factory: Home Office and Factory: Canadian Factory: 
“ Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 

te BRANCH HOUSES: 

& Atlanta Minneapolis Portland 

e Chicago New Orleans San Francisco 
Memphis New York Seattle 

: Paris, France Vancouver, B. C. 
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Round Dies 






Pipe Cutters 


Pipe Wrenches 






REG. U.S. PAT. OFF. 












“Acorn” Die Holders 





Lite Giant Pipe Stocks 


and Dies 


Hexagon Re-Threading 
Dies 


Dies | 


ice 
and Collets 





WHY THEY ARE PROFITABLE 


It is far more profitable to buy many kinds of tools from one source than it is to scatter 
your orders. 

| When you buy taps and dies from one source, drills and reamers from another, and pipe 
| tools from still another, there is considerable waste time and effort. You can eliminate | 
| this waste by placing your orders for all these items at one time with the same company. | 
| You'll make savings in postage, clerical, transportation and stock maintenance expenses, | 
| too. One combined order means: one letter, one shipment, one transportation charge, 

| one invoice to check, one job for your receiving clerk, one responsibility for deliveries. 


GTD carries the most complete stock of threading tools to be found anywhere. Send 
us your combined orders. | 
| 


« GREENFIELD : TAP AND DIE 


























CORPORATION 


GREENFIELD. a MASS., U.S.A. 








| 

| Canadian Plant: Greenfield Tap & Die Corporation of Canada, Limited, Galt, Ont. | 
| London Office: Greenfield Tap & Die Corpd., 139 Oueen Victoria St.. London. E. C. 4 
Chicago Store: 13 So, Clinton St. New York Store: 15 Warren St. 


GT D Screw Plates, Taps, Dies, Reamers, Gages, Pipe | 
Tools, Twist Drills, Screw Slotting Cutters | 
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A DISTINCTIVE PEXTO TOOL 


The No. 30 Star Rivet, Box Joint, Side Cutting Plier 
is SO constructed and designed as to lend itself favorably 
to the many users. 


It is made of two pieces of drop forged steel—no 
welding—it has raised cutters, square opening in back 
and a perfect fitting joint which combines easy action 
and long wearing qualities. It is of excellent finish, is 
carefully tested and fully guaranteed. 


The PEXTO PLIER LINE consists of over sixty 
styles of Side Cutting, End Cutting, Diagonal Cutting,. 
Combination, Specialty, Firm and Slip Joint Pliers; also 
Burner and Gas Pliers. 


Write for Catalog Showing Our Complete 
Line of Mechanics’ Hand Tools 


“The 


PECK STOW & WILCOX CO. 
Southington, Conn., U. S.A. 
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Machine Screws 


tove Bolts 
ire Bolts 


American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST. CHICAGO, ILL,. 
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1926 Prices on Pennsylvania 


Quality Lawn Mowers 


Prices on PENNSYLVANIA 
Quality Lawn Mowers for the 1926 
season have been issued and are the 
same as for the past season, except on 
Low Wheel PENNSYLVANIA 
Standard and Junior Mowers, which 
are advanced about 7% per cent. 


We have discontinued making 
PENNSYLVANIA STANDARD 
sizes 12 and 18. 





The Mark of 
a Good 


Mower 








Pen | 
AWAIMOER WORKS 


1877 PHILADELPHIA 


NSYLVA 


DENNSx) 


LAWN MOWERS 






NIA 
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Sensing Ball Garage Door Sets 


ANNON Ball Garage Door Sets are the most 

easily salable garage door equipment on the 

market. With them you can offer your cus- 

tomers all the advantages which have made 

Cannon Ball Track and Hangers famous, em- 

bodied in a complete, convenient package which 

simplifies installations to the greatest possible 

degree. Everything—equipment, screws, bolts— 

‘ snugly packed in a handy box. Parts also sold 
separately if desired. | 


Cannon Ball Equipment plus Cannon Ball pack- 
age convenience is a best seller everywhere — 
write for catalog, prices and agency details. 


HUNT, HELM, FERRIS & CO. | 


Harvard, Illinois 


Philadelphia Albany Minneapolis Los Angeles SanFrancisco Kansas City 


STAR & 


Equipment 

















* oe ae aRge ota Bae eo 


July 23, 1925 HARDWARE AGE 11 
Hardware Trade Tire Business Doubled 
—Now Well on Road to 


Trebling 


MONTH ago we announced that Hardware 
Trade Tire Business had doubled. 


That was based on Hardware Jobbers’ orders for 
Mansfield Tires received to May 30th—they were 
more than double the first five months’ orders in 
any previous year. 




















And June orders were for half again as many 
Mansfield Tires as the average of the first five 
months this year. 


The Tire Renewal Business of the country is more 
than half as big as the whole business in Hardware. 


Because Hardware Jobbers distribute tires at 
lower cost, the Tire of the Hardware Trade—Mans- 
field—is widely known to deliver the lowest cost 
tire mileage. 


Its growth in public favor is nothing short of 
phenomenal. 


—— Ask YOUR Jobber about this Nationally 
i Organized Hardware Trade Undertaking. 





, THE MANSFIELD TIRE & RUBBER COMPANY 
MANSFIELD, OHIO 


Balloon Cords Truck Cords Heavy Duty Cords 
Regular Cords Fabric Tires 





Nationally Distributed by Hardware Jobbers 
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Develop Chain Sales for a 








No. 3 No. 4 No. 5 


These are 101 Uses 


N THEIR various sizes, these ten patterns cover 90% 
| of all chain uses. They are made up into chain 
specialties such as those mentioned on the opposite page 3 
—dquick selling items. When sold on a footage basis they | 
are also in great demand. : 








CL Se 


Chain is taking the place of cord or rope for countless 
purposes—it’s stronger—won’t rot, fray and breaak— 
looks better, lasts longer and it’s more economical. 





How many of the chain specialties listed opposite do 
you carry in stock? You're missing big chain profits if ! 
you fail to display them. Check the list—by featuring 
these uses you will quickly increase your chain depart- 
ment turnover. Many dealers are doing this. Why not 
get these profits? 


Ask your Jobber’s Salesman to show you the ACCO Line 


ACCO 


There is a Style for Every Purpose 





a om = — . 
ye alt as STE PEE Si RES EF i SRR Te EE SUR iy oD 






OR AS bs eA hala ieee se A 
Le ia Ede a RS eS 















WS ce AWhe *e ~ n 
RSS URN gig ae PA Se nt 9 ot ——— 
oF x he Soe, lee re, ee oo ERS Te Wis teres tHe eee 

RTO Eas ee: fase Feats ie E hrs step “y . peste se eyis } 


ge LEER yan 
Seip DoT ae 


VARY ERS Fe FR SPER RAS bea, te 
YOR, sf Nis A Ae On GAS panek See IT Ee he 
~ Se % PPR eT Ts te Ps 


Pant ae Pane eA 
Bae SRO ge SNe 








4 
fe 


July 23, 1925 HARDWARE AGE 13 


Bigger Hardware Business 





No. 6 No. 7 No. 8 No. 9 No. 10 


for these 10 Chains 


WELDED CHAIN WELDLESS CHAIN 


No. 1—General Utility Chain No. 6—Tenso Pattern 

No. 2—Elwel Coil Chain (Twist Link) No. 7—Lock-Link Pattern 

No. 3—Elwel Coil Chain (Straight Link) No. 8—Niagara Pattern 

No. 4—Elwel Passing Link Chain No. 9—Safe or Register Chain 

No. 5—Elwel Truck Chain (Twist Link) No. 10—American Pattern—Sash Chain 


Note these uses for these 10 Chains—You can suggest many more 








Heel Chains Stage Traces Cow Ties General Utility Chain 
WELDED cCartBackChains Stake Chains Dog Chains Tail Board or End Gate Chains 
CHAIN Tug Chains Butt Chains Truck Chains Wagon Chains—(all Types) 
Breast Chains Halter Chains’ Barrier Chain Log or Binding Chains 
: Anti-Spreader Wagon Chains . pens nam 
WELDLESS Halter Chains T..Out or Picket Chains Kennel Chains FeOOUCT oF 
ax =o Porch Swing Chains — nts COMPANY 
: ‘ in business 
Dog Leads * ace ay ea Sash Chain _ 2for your salety 





AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


In Canada: DOMINION CHAIN COMPANY, Limited, Niagara Falls, Ontario 
District Sales Offices: Boston Chicago New York Philadelphia Pittsburgh San Francisco 


Largest Manufacturers of Welded and Weldless Chain for all purposes and the WEED Line of Automobile Accessories 


CHAIN 


There is a Size for Every Purpose 
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33 gauge each way 


16 Mesh, No. 33 gauge filler 


INCORPORATED 1892 


Litiiil 
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No. 34 gauge warp 


18 Mesh, No. 34 gauge each way 


No. 


White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
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Cortland Black Enameled 
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Our other Brands Screen Cloth 




























































































































































































12 Mesh, No. 33 gauge each way 


14 Mesh 
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Write your Jobber for Full Information and Prices 
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Hearth Steel produced in our own fur- 
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WICK WIRE BROTHERS 
process is under our expert 
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ach brand meets every standard re- 
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used, both lengthwise and crosswise. 


The wire is drawn in our own mills. 
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No screen cloth is better than its ma- 
quirement and the name WIC 


BROTHER 


Screen Cloth 
service 


terial. 
Every 
supervision. 
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Watch Sales Grow 
With This Osborn Brush Display 


Hundreds of dealers are using this Osborn “Show the goods and you can sell them” 
Brush Window Display. It’s free to you— 1s their slogan, and they make it work. 


but worth a great deal as a sales booster. This Osborn Window Display goes them 
Records show sales increase running from one better. It doesn’t have to force itself 
100% to 5007%—directly traceable to this on the buyer’s attention as the peddlers 
Osborn Window Display. do. It attracts attention at the time when 


It is one of the most effective weapons people are susceptible and glad to be re- 
against the glorified peddlers. minded of their brush needs. 


These well-known houses are authorized distributors *™ You are entitled to this Display - Order it 


for Osborn Bive Hendie Household and Personal Use through the nearest distributor. See the list. 
The W. Bingham Co., Cleveland; The Bostwick-Braun Co., ° 





} soni lg: Seren | ananany 9's Co., a rn wey Th O b M f C 

ompany, Detroit; Burhans ack, Inc., Syracuse; ° ° i 

Conde Hdwe. Co., Watertown, N. Y.; Decatur & Hopkins Co., . eee ea —— Cmnpeny 
and, io 


Boston; Eastern Drug Co., Boston; Evansville Supply Co., 
Evansville; Faxon & Gallagher Drug Co., Kansas City; Geller, 
Ward & Hasner Hdwe. Co., St. Louis; C. H. & E. S. Goldberg, 
New York City; L. Gould & Co., Chicago; Charles Hubbard Son 
& Co.,Syracuse;Janney,Semple, Hill & Co.,Minneapolis; Kelley- 
How-Thomson Co., Duluth; Kinney & Levan Co., Cleveland; 
Lee-Kountze Hdwe. Co., Omaha; Logan-Gregg Hdwe. Co., 
Pittsburg; Masback Hdwe. Co., New York City; E. C. McKallor 
Drug Co., Binghamton; C. H. Miller Hdwe. Co., Huntingdon; 
Minneapolis Drug Co., Minneapolis; Morley Bros., Saginaw; 
Northern Drug Co., Duluth; The Philadelphia Wholesale Drug 
Co., Philadelphia; Plimpton-Cowan Co., Inc., Buffalo; John 
Pritzlaff Hdwe. Co., Milwaukee; Richardson Drug Co., Omaha; 
The Salt Lake Hdwe. Co., Salt Lake City; Schwabacher Hdwe. 
Co., Seattle; Supplee-Biddle Hdwe. Co,. Philadelphia; H. D. 
Taylor Co., Buffalo; Townley Metal & Hdwe. Co., Kansas City; 
Towns & James, Brooklyn; Van Camp Hdwe. & Iron Co., 
Indianapolis; John B. Varick Co., Manchester; The Walding, 


Kinnan & Marvin Co., Toledo; Wayne Hdwe. Co., Fort Wayne; 
The Geo. Worthington Co., Cleveland: Wyeth Hdwe. & Mfg. 
_ a 
























Co., St. Joseph. 
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‘KITCHEN KOOK CLEANLINESS 




















ITCHENKOOK is a gas stove—not an oil stove. That 1s 
why there is no disagreeable odor with Kitchenkook, no drip- 

ping oil, no smoke, no soot to soil fine cooking utensils. Kitchen- 
kook makes its own gas from common low test gasoline. It is equal 


to city gas in convenience, cleanliness and safety; superior in speed 
and operating economy. 


The Kitchenkook line consists of fourteen models, including the 
popular cabinet stoves finished in grey and ranges with built in oven. 
Write for detailed information about the complete line and terms 
under which you can secure exclusive rights in your town. 


American Gas Machine Company, Inc. 
Albert Lea, Minn. New York, N. Y. 
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“AN INCENTIVE TO TRADE— 
‘NEW HAVEN’ DISPLAYED” 


Tip-Top Octagon | FEW “NEW HAVEN” Watches grouped with the attrac- 
Watch tive colored Display Card, as shown above, will help increase 
The new octagon-shaped watch, your watch sales considerably, especially at this time, as the 


14 size, thin model, neat and New Haven Advertisements in THE SATURDAY EVENING 


compact, Streamline design, . oune 
nickel polished, semi-octagon | LOST are read twice each month by millions of people. 


Bt curthcie lesa are ete 
z LPI Bk T Mp eee eine ae 


(. Dram ER Fa Tp Ome lg Cog et! «ERT ae mee es 
Se SEALER, A ed Sr neat ce ete ok ee eae 


bow, substantial antique pen- 
dant, corrugated crown easy to This is just one of the many attractive colored Display Cards 
wind, pullout set. Cubist nw offered you. Send for them at once, using the coupon below. 


merals and skeleton hands. 


A number of effective window displays can be arranged by 
using the attractive colored boxes, each one of which carries the 





Price Tagged price to the customer. 
ere $1.75 
Radium Dial ............ $2.75 : 
Electros furnished upon request 


Ask to see the other Octagon 


—— YOUR JOBBER CAN SUPPLY YOU! 


Tellers Family. 


a ee ee ee ee 
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5 Tue New Haven Crock Co. 
THE EW prom EAR CA). : New Haven, Conn. 
— EW AVEN O) ct MTE 4 Please send me at once, a set of Colored Window Display 
- Cards featuring True Time Tellers and also reprints of Saturday 
. Evening Post Advertisements. 
; BRANCHES CUE nasinicternbineinsduishieriinkensieoneniesees 
. NEW YORK CHICAGO : She bt decd bnneatieh iad eeNed et ueditmndwenkmes 
a a 
A SAN FRANCISCO TORONTO B «| POPHSMOROR COSTES TOSSED ESL ESTEE SEC LEECEL OES EOS CEES ES OOS 
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This is the New 


HARVARD OIL RANGE 


It Is the Last Word in Oil Stove Design—Have You Seen It? 














You will have a new appreciation of the convenience and efficiency possible in oil 
stove cooking after seeing this new Rangel reduces a flame hotter than a natural gas 
burner and is as easily controlled. 


Made with Cast Top and Frame—Has white enameled splash back and end—Enam- 
eled Oven Door with Glass Front and Thermometer—Bakes and Roasts equal to any 
gas or coal Range. 


te 


The price, too, will surprise you—It makes it the best Oil Stove proposition for the 
dealer that can be found anywhere—and it is backed by a concern that has been in busi- 
ness 96 years. 


We, of course, also have a complete line of regular Oil Stoves, all sizes, with regular 
or giant burners—and every one of them is good. We can ship today. 


THE GEO. WORTHINGTON CO. 


Established 1829 


OHIO 





CLEVELAND 
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Never Was There Such a Happy 
Combination of Quality and 
Quantity as in De Laval 


N EVERY industry there is a leader—sometimes because of the quantity 
of merchandise produced; sometimes leadership is based on superior 
quality. But rarely is the leader famous for both quality and quantity. 


Consider, then, how unique is the position of De Laval leadership. 
Not only are De Laval Separators generally acknowledged as the best, but 
they outsell all others by a wide margin, as there are about as many in use 
as all other makes combined. And this leadership exists in greater degree 
than ever today, because: 


1. The present De Laval is the best cream separator ever built, De Laval or other- 
wise. It has the famous “Floating Bowl,” the greatest separator improvement 
in 25 years. It skims cleaner (competitive tests welcomed), lasts longer, is 
easier handled, and runs easier—particularly with milk running through the 
bowl—than any other. 

2. The percentage of De Lavals, out of the total number of cream separators being 
sold, is today greater than ever. 

3. The De Laval Milker is meeting with remarkable success and is opening up a 
brand new field of enormous importance. 








And There Never Was Such a Happy Combination as a 
Live Agent Pushing the De Laval Line 


F YOU are handling cream separators or milkers at all, you shouldn’t 


be satisfied except with the best, and the best deserves your whole- MN! il 
hearted efforts. OTA 
For such an agent De Laval Separators and Milkers offer exceptional MS ig 


opportunities. With De Laval prestige and De Laval quality, backed by oF 
the most advertising and merchandising helps, you are bound to get the 3 
cream of the separator business. We are now considering applications for 

local agencies. We shall be glad to have yours. 





’ 
The De Laval Separator Co. 
165 Broadway 600 Jackson Blvd. 
New York Chicago 
Gentlemen: I am interested in securing 
the agency for the sale of (check which) 


De Laval Leadership is 
based on: 


1. Invention of the original separator 
2. Every important improvement originated by De 
Laval. 







3. 47 years of service—4 million sales 

4. Approximately as many machines in use as all 
other makes combined. 

. More than 1100 prizes and awards. 

. The world’s largest and best equipped factories. 

: Most skilled organization and best centrifugal 








od 

REELED RORY, 
=\« d. thee . iv - ye a uy 
NS Shane aedtcbasia ne wey 


% >”, 
NSO peneleng, 
’ vd 


a mg hy 7 44" / 
‘ f nam A 
AANA aA AS 


' | De Laval Milker 










e x Mo. HEM 


+” AWN. Se ay oi" | 

LW Med pte LAIST an CANT 0 Oth HR ! 
; ‘a's: ia 7 
; / x t i 

i| 


ID & 











engincers. fav ‘7: 
8. The greatest factor in the development. of dairying LET ' = R Et ee eee rere es ee eT eee eT 
—now the largest and most profitable branch of aS 
agriculture. , 
‘Tow PEROOE. ccccccsedssé 
9. Development and perfection of the De Laval co reer ere ee strect..... eee 
Milker. 
. The moe advertising and merchandising helps. eae Business......cccee als 









HARDWARE AGE July 23, 1925 








For a Real paint job 
nothing is equal to 


a good Brush / 


EGARDLESS of the claims 
made for paint spraying de- 
vices, Brushes are still the tools of 
Better Painting. 
Whereverlong life, fne appearance 
and lasting protection are more 
desirable than a possible small 
saving in first cost, Brushes must 


be used. 


And remember this— 
Whiting’s Celebrated Brushes 
Adams Superior Brushes 


have been preferred by Master 
Painters for more than one hun- 


littxegs: ted ~ dred years. 
Literature 


WHITING-ADAMS 
BOSTON 





Brush Manufacturers for over 117 years and the largestintheWarld 
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—with Valspar-Enamel! 


QimPerryY YOUR STOCK! Simplifi- 

cation of the right kind produces 
more rapid turnover of your stock—and 
therefore greater profits. 

Simplify by carrying just enough stock, 
and just as few brands as possible to 
satisfy all the requirements of your cus- 
tomers. Simplify by concentrating on the 
best seller in each line. 


In Enamels, that means Valspar-En- 
amel. For Valspar-Enamel may be used 
for every purpose, indoors and out, where 
high grade Enamels are desired. And be- 
cause of the forceful, consistent Valspar 
advertising, Valspar-Enamel sells rapid- 
ly, turns over often. 


Then, too, by concentrating on Valspar- 
Enamel you don’t have to clutter up your 


shelves with a lot of different shades. 
There are just fourteen Valspar-Enamel 
colors, any two or more of which may be 
mixed in varying proportions to give ex- 
actly the shade your customer desires. 


And to show your customers the colors 
they can obtain, we furnish you with the 





famous “‘Half and Half’? Color Chart. 
This handsome chart is a proved business 
getter. If you haven’t one we'll gladly 
tell you more about it. 


No Slow Movers, No Dead Stock— With Valspar-Enamel 








VALENTIN E’S 


VALSPAR 


ENAMEL 








VALENTINE & COMPANY 
Largest Manufacturers of High-Grade Varnishes in the World 
ESTABLISHED 1832 
New York Chicago Boston Toronto 

London Paris Amsterdam 


w. P. FULLER & CO., Pacific Coast 





P.O. 19609 


_ 












Paint—and t 
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he town paints with 


you—We supply the Da-cote 


OU know the old saying, “Nothing suc- 
ceeds like success.” 


The store that is prosperous is the store that 
looks prosperous. 


About the best advertisement in the world 
is a freshly painted shop. It makes the rest 
of the town look dingy. 


Put up a good front—at our expense. The 
whole neighborhood will have to follow suit— 
and buy the Da-cote from you. 


Hundreds of stores are already Da-coted 
and their owners are delighted with the results. 


One dealer writes: 


“Well, boys, we have done the trick! Painted 
our store-front, vestibule and sidewalk with 
Murphy Da-cote. It sure is a knock-out. The 
first day brought us three new customers who 
didn’t know our store was there. The two 
merchants on each side of us are going to ad- 
vertise their places of business as NEXT TO 
THE CHECKERED STORE. This, of 
course, means more publicity for us.” 

If you haven’t painted your store-front do it 
now. It will mean a lot of business for you— 
and for us. 

Take the Da-cote out of your stock. Do the 
job right—with two coats and two colors. Then 
send us a memo of the Da-cote used and we 
will replace it. And don’t forget to put in a 
Da-cote window and send us a photo for our 
advertising. 











Close-up of THE CHECKERED STORE—a Da-Cote job— 
Medford Hardware & Sporting Company, Medford, Oregon. 


Murphy Varnish Company 


Newark, N. J. 
Chicago, Il. 
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Da-coted. 


weather. 
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San Francisco, Calif. 


Montreal, Canada 


Da-cote 


A Murphy Finish—It dries in a day 


Y Yi In every can of Da-cote Enamel are three things— 
Yo a fine Murphy Varnish, opaque color and painting skill. 
Wy Any one can brush on Da-cote with wonderfully satis- 
KM, It flows slightly after it goes on. 
YG 4: > perfections of amateur painting disappear. 
Vy oy VU i dries quickly—in a day. That is why it is called Da-cote. 

yy One coat is all your car needs. 





factory results. 


You can have any 
More than three million cars have been 
Its durable, brilliant finish is perfect for 
tractors, implements and everything exposed to the 


color you like. 
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, Da-cote Varnish Stain (Univernish) is a splendid 


green. 
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quality of transparent Murphy Varnish in the colors 
of usual woods—oak, mahogany or walnut—also in 





Renew the youth of floors, stairs, furniture, linoleum, 
The whole house will smile again. 


front doors. 
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Successful paint merchants today are 
those who drop slow-moving items and 
concentrate on live, quick-selling prod- 
ucts such as Dutch Boy white-lead 
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The fastest-turning product 
in all three of Buten’s stores 


HAT is the secret of making money in 

the paint business? ‘‘It’s turnover,”’ say 
M. Buten & Sons, paint merchants of Philadel- 
phia. In all three of their successful stores this 
live concern concentrates on quick-selling, fast- 
turning items. 


Take white-lead for instance. They sell but 
one brand—Dutch Boy. They have sold it for 
seventeen years, increasing sales from 7% tons 
in 1907, to 162 tons in 1924—an increase of 
over 2000&%. 


‘‘We have found the fastest-turning product 
in our three stores is Dutch Boy white-lead,”’ 
say M. Buten & Sons. They write that since 
they began handling Dutch Boy white-lead ex- 


products that go hand-in-hand with white-lead. 


Do home-owners, painters, business-men in 
your community place your store as the Dutch 
Boy store? Make them. Install a Dutch Boy 
window, use a Dutch Boy movie slide, put a 
cut of the Dutch Boy on your bills and letter- 
heads, enclose Dutch Boy folders with each 
package that leaves-the store. 


We shall be glad to send you any of this 
material if you will write our nearest branch, 
or mention it to the Dutch Boy salesman next 
time he calls. 
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clusively ‘‘we have been able to cut down 
our stock and lessen our investment and 
overhead.”’ 

Alert merchants like Buten & Sons are 
making money on Dutch Boy white-lead 
itself; but more than that, they are reap- 








NATIONAL LEAD COMPANY 


New York, 111 Broadway; ooston, 131 State Street; Buf- 
falo, 116 Oak Street; Chicago, 900 W. 18th Street; Cincin- 
nati, 659 Freeman Avenue; Cleveland, 820 West Superior 
Avenue; St. Louis, 722 Chestnut Street; San Francisco, 
485 California Street; Pittsburgh, National Lead & Oil Co. 
of Pa., 316 Fourth Avenue; Philadelphia, John T. Lewis 
& Bros. Co., 437 Chestnut Street. 








mg an additional profit from the sale F 
ef brushes, oils, turpentine and other Dutc h Boy W hite-Lea d 
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A Big Seller 


i to Boat Owners 


Jeffery’s No. 7 Marine Glue is a big 
77 AY seller to boat owners, because it will 
positively make any boat leakproof so 


long as the frame is in fair condition. 

















We do more than guarantee this boat 
glue; we help you sell it. As soon 


Your Goods |*-* 
JEFFERY’S 


WATERPROOF MARINE GLUE 





























SE the new Hilo Rack As- 
sortment Plan which 
makes one sale bring another. we get busy and co-operate with you. 


pn scl pa gp net Send you Dealer Helps, provide you with Interesting 

per item as necessary; a com- —— with your imprint, circularize in your locality 

pact display rack which at- eip you in every way. 

perenne § penn = go — It is Nationally advertised—known the world over. With 
is & your order we send a liberal supply of Interesting Book- 


salesman to boost your sales and 
profits—the Hilo Rack Assort- 
ment brings you added business 
at a very small investment. 


No extra wall shelving, yet, right * W. F erdinand & Co. 
out in front where customers 150 Kneeland Street Boston, Mass. 


entering your store can see the 
goods and be urged to buy from 
the Hilo Rack. 


Costs you $245 and goods list at 
$415.95. 


Let us tell you about the com- 
plete schedule of this assort- 
ment and the sales helps accom- 
panying it. Fill in the coupon 
and send it to us. 


lets neatly printed with your name and address on them. 
Write for Trade Discounts now. 















Baked 


Enamel 
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Double-barreled evidence 


ARRY COATS, of the Coats 

Garage, Aurora, III., is one 
of the biggest radio dealers in the 
Middle West, as well as a mighty 
successful garage man. “I am 
convinced that Eveready Radio 
Batteries do last longer,” says 
Mr. Coats, ‘“‘not only by actual test, 
but because hundreds of my cus- 
tomers who have tried other bat- 
teries insist on Eveready, and 
public opinion speaks for itself.” 


se HE Eveready Battery line is 
one of the two most attractive 
lines of merchandise a store can 
carry—Eveready Flashlights is 
the other line,” says Mr. Jones, 
of the Rock River Electric Co., 
Sterling, Ill. “Dealers every- 
where are cashing in on the name 
Eveready. The Eveready season 
is twelve months long—trim up 
an Eveready window and watch 
people stop, look and enter.” 


By making attractive window displays you can easily increase your sales of 

Eveready products. Sales-producing display material will be sent free on your 

request, from any one of our offices listed below. Order from your jobber. 
Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc., New York — San Francisco 


Atlanta Chicago Dallas Kangas City 
Canadian National Carbon Co., Limited, Toronto, Ontario 





EVEREADY HOUR EVERY TUESDAY at 8 P. M. 


(astern Standard Time) 
For real radio enjoyment, tell your customers to tune in 


the “Eveready Group.” Broadcast through stations 
WEAF New York WFIi Philadelphia WEARCleveland wcco Minneapolis 
WJAR Providence WGR Buffalo WSAI Cincinnati St. Paul 
WEE! Boston WCAE Pittsburgh WWI Detroit WOC Davenport 
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Carpenters say 


“It holds its appearance better.” 

“Rain warps wooden handles and 
puts your blade out. The Diss- 
tonite Handle holds its shape.” 

“Tt fell from the scaffold and 
never even marked the handle.” 

“The best handle I ever saw.” 

“The most durable saw for opera- 
tions I have ever seen.” 


Order the D-18 Saw 


You need this remarkable saw 
to complete your saw stock. 

It is a skew-back pattern saw 
and is made in the following 
lengths and points: 


Cross-cut Points 
26 6-7-8-9-10-I1 
Rip Points 
20 5-52-6 


Each D-18 is packed in an in- 
dividual box. 
Consumer price: $4.50 each. 








“The Saw Most 
Carpenters Use’’ 






A New Disston Saw 
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with a new kind of handle 


Here is a new kind of saw, bearing a name that has 
made saw history for eighty-five years. 

The new Disston D-18 Saw is the greatest saw achieve- 
ment in two generations. 

It will stimulate your saw sales because it is new, dif- 
ferent,—because saw users will want this saw that has 
sO many advantages. 

The D-18 has the new Disstonite Handle. 

The Disstonite Handle is hard, tough and strong. It 
is practically unbreakable. Falls or knocks about the 
job do it no harm. 

Heat, cold, or moisture can not warp nor crack it. 
Disstonite Handle always holds its shape. 

The Disstonite Handle cannot shrink. And as all 


screws are lock-washered, the handle is always tight on 
the blade. 


The Disstonite Handle is smooth,—designed for hand 
comfort, and fitted to the blade to give balance that means 
easy work. 


Its beautiful finish is permanent. Water, oil, or per- 
spiration can not stain it. 


Saw users want these advantages. Order the D-18 
Saw from your jobber. Keep it where it can be seen and 
handled. Its features will recommend it and its name 
will sell it. 


Henry Disston & Sons, Inc., 
Makers of ‘The Saw Most Carpenters Use’’ 
Philadelphia, U. S. A. 


DISSTON 


SAWS TOOLS FILES KNIVES STEEL 
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Reprinted from the new Garage Hardware Catalog + issued by McKinney Manufacturing Co., Pittsburgh 
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Don’t Give Your Business a 
Summer Vacation 


UMMER is the vacation period. [Every man who works de- 
serves some sort of a vacation. Every hardware merchant 
should take a vacation, and should also make it possible for 

each of his employees to do likewise. 


But—whatever you do, don’t give your business a summer vaca- 
tion. It doesn’t need one. Vacations are designed to fit the 
human element only. 


“Summer dullness” is an old excuse. The “quiet period” is a 
shelf worn alibi. As far back as we can remember, summer has 
had to take the blame for “business laziness.” As soon as June ap- 
pears the average merchant begins to slacken sail. He resigns 
himself to the attitude that summer is naturally dull—always was, 
and always will be. What is the result? 


The salesmen take him at his word and follow his example; the 
windows are allowed to loaf on the job; the advertising is put in 
storage; collections are allowed to drag; stocks take care of them- 
selves. Everybody, from the boss to the delivery man, stands 
around and cusses the weather. ‘The whole force in unison de- 
clares “Business is rotten.” Is it? Let’s be honest with ourselves 
and check up on what the “other fetlow” is doing. 


The mail order houses and chain store systems registered big 
increases in sales volumes during the month of June. They are 
doing the same thing for July, and will probably repeat the oper- 
ation for August. 


The Woolworth Company last month made its biggest sales 
gain for any month so far this year. Its June sales showed an in- 
crease of nearly 16 per cent over those of the same month last year. 
Woolworth doesn’t say that business is rotten. The Woolworth 
employees probably took their regular vacations, but the business 


didn’t. 

Did your June business show a 16 per cent gain over last year? 
Is it likewise showing a similar gain for July? Will it continue to 
show the same gain for August? 





If not, there is just a faint possibility that you have unintention- 
ally put your business on the summer vacation schedule along with 
the “Boys.”’ 
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Our Readers’ Forum 


Hamp Williams’ Reflections on 
National Congress Discussions 


At the convention in Philadelphia we heard 
more than we can remember. Some said carry 
a good-sized stock of everything, others said 
carry fast movers and go slow on stickers; 
others said sell all your slow moving goods, some 
said buy often and in very small quantities, others 
said buy often and in large quantities, some said 
the jobbers were losing money on all small orders 
and they would have to stop that. 

“T am glad this didn’t happen when I started in 
business. I opened up a complete assortment of 
hardware and implements on $700. I remember 
those jobbers very kindly to this day. They were 
Fones Brothers Hardware Company at Little 
Rock, Simmons & Shapleigh, St. Louis, and Bel- 
knap at Louisville, and I am still trading with 
them to this good day. Did it pay them to sell me 
three 8-in. files, two handsaws, one pick and two 
shovels? I hope it did. It certainly paid me. 
I could not have opened with a complete stock if 
it hadn’t been for the jobber, and I could not have 
made the success I have made, whatever that is, 
if it had not been for them. It was not banks 
that put me in business. It was jobbers who gave 
me a line of credit that no bank would have done. 


“During our deliberations at the National Con- 
gress all said pay cash and get the discounts, and 
if you do not have the money go to your bank 
and borrow it. Some said sell for cash, others 
on a credit, but short time. All said not to sell 
paint on installments, but it was all right to sell 
furniture, radios, phonographs, automobiles, car- 
pet sweepers, ranges, washing machines, and I 
believe one fellow said he bought a baby on the 
installment plan. I have heard of people marry- 
ing on the installment plan, but this buying babies 
on that plan is new tome. We build churches on 
the installment plan, buy and build homes, pay 
church dues, government taxes, build highways, 
streets, and actually. open banks, allowing the 
stockholders to pay out their stock on the install- 
ments. Nearly everything under the sun is be- 
ing sold on the installment plan, even to paying 
the preacher; and we retailers feel like it is nec- 
essary to stop somewhere, and when someone said 
sell paint on the installment we thought that was 
going entirely too far, and right there we balked. 

“Well, we certainly did cover every phase of the 
hardware business, retail, wholesale, and made a 
few timely suggestions to the manufacturer, but 
there were such a few of them there am afraid 
they will not get the full benefits of our sugges- 


tions, but I am not sorry for them a bit. We in- 
vited them and it is their bad luck they were not 
there. 

“(Signed) -HAMP WILLIAMS, 


“Hot Springs, Ark.” 


Sharon Jones Compliments Us 
On National Congress Report 


“I want to compliment and thank you for the 
splendid write-up you gave our National Con- 
gress in the July 2d edition. You certainly did it 
up brown, and a gave a very fine report of the pro- 
ceedings of the convention. Moreover, you gave 
the delegates more than ordinary attention, which, 
of course, they all appreciate. I voice the senti- 
ment of our Official Family in thanking you in 
their behalf, because the convention was held in 
our own city and we were acting as host, so we 
are proud of the fact that the best convention 
ever held by the National was in Philadelphia, 
and the best entertainment ever accorded them 
was in Philadelphia. 

“There is no phase of the convention and no 
subject upon which you have not touched and did 
it admirably. 

“Again thanking you, and with kindest personal 
regards, I am, 

(Signed) SHARON E. JONES, 
“Secretary, PASHA.” 


G. H. Jantz Tells One on 
Hamp Williams 


“Hamp Williams’ letter ‘Paying Your Sales- 
men’ is productive of valuable thoughts for em- 
ployer and employee, but did you hear how 
gracefully Hamp did not engage one young man 
who had just started to find his first job? After 
Hamp had informed himself of the young man’s 
pedigree, etc., Hamp said: ‘“That’s fine, you will 
do; you may start right now, we need you.’ The 
young man said: ‘How much will you pay me?’ 
Hamp, ‘I will pay you all you are worth.’ The 
young man, ‘I won’t work for that.’ Hamp, 
‘Very well, you may start tomorrow.’ ” 

(Signed) G. H. JANTZ. 


Editor’s Note.—Mr. Jantz refers to an article by Hamp 
Williams which was published in HARDWARE AGE, issue of 
June 18. 
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Simms Turns Paint Stock 
from 8 to 10 Times Yearly 


Minneapolis Merchant Uses Manufacturer's Circulars as “Envelope 


Stuffers’ — 


so succeptible to pushing as paint. With 

proper management paint can be made to 
be one of the fastest turning lines and conse- 
quently one of the most profitable. At least these 
are the conclusions that may be drawn from the 
experiences of Wm. Simms, 411 Fourteenth 
Avenue, S. E., Minneapolis, Minn. 

While paint has always been an important ar- 
ticle with Mr. Simms, he has been pushing it hard 
for the past two years with remarkable results. 
Formerly his paint department was crowded 
into one corner at the rear of the store, but a 
couple years ago, he took the kitchen-ware from 
the bottom half of the shelving extending down 
one entire side of the store, placed it on display 
tables and spread his paint stock out to fill the 
space thus vacated. As a result of this move, the 
paint department gives the impression of contain- 
ing many times the amount of stock that it act- 
ually does and no one can enter the store with- 
out seeing the paint display. 

As a matter of fact, Mr. Simms holds his paint 
stock down to a minimum, his inventory the first 
of this year showed that he had at that time only 
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W orks with Painter-C ontractor—Uses Installment Plan. 


$400 worth of mixed paints, $250 worth of var- 
nishes and $190 of brushes, which by the way, is 
about his average stock. From this stock in 1924, 
he sold over $4500 worth of mixed paint and 250 
gallons of varnish, while in the first six months 
of this year his sales of mixed paint alone have 
amounted to approximately $3500. 

Several months ago, a painting contractor 
rented space in the hardware store basement and 
in return for Mr. Simms’ recommendation of his 
work, the painter buys all of his materials at the 
store. The two of them working together, took 
up installment paint selling. Up to date they 
have furnished the paint.and completed the work 
on ten installment contracts. Six of them were 
paid in full upon completion of the painting, and 
the payment on the others is being met promptly. 

Paint is advertised consistently by Mr. Simms 
throughout the year, the printed matter fur- 
nished by the manufacturer being used as “en- 
velope stuffers” in the monthly statements. News- 
paper space is used regularly and a little paint 
magazine is sent monthly to a list of nearly 400 
names. With this effort it is small wonder that 
the paint stock turns 8 to 10 times yearly. 
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Wm. Simms, Minneapolis, Minn., hardware merchant, keeps brusies displayed near his shelves of prepared paint. He realizes 
the value of this arrangement and is able to ring up the second sales in his paint department without confusion 
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The upper and _ lower 
photos came from the 
Van Dervoort Hardware 
Ce., Lansing, Mich. When 
this firm learned there 
would not be a building 
show in the spring of 
1925, Mr. Van Dervoort 
ran his own show, and 
incidentally boosted his 
builders’ hardware de- 
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Why You Should Push Builders’ 
Hardware 


The Growth of Your Community Is Linked with Building 
Operations and Every New Building Is an 
Opening Wedge for Hardware Sales 


UILDERS’ hardware is the hardware 
merchant’s opening wedge for business. 
When he begins selling a man hinges, butts, 

locks and the myriad of other builders’ hardware 
items, he starts a steady string of sales which 
includes practically every item of hardware or 
housefurnishings that the man or his family 
buys. Well sold builders’ hardware is about the 
best seed for future business any wide awake 
hardware merchant can sow. 

With that in view, it is a matter of surprise to 
note the number of really progressive dealers 
who apparently shy at handling the builders’ 
hardware line; who seem to give it little thought, 
and who make very little effort to sell even the 
items they stock. As Andy Gump would say— 
somebody needs an alarm clock. 


Big Field in Small Towns 


It is conceded that the hardware merchants in 
the smaller cities and towns are weakest from 
the standpoint of actually selling builders’ hard- 
ware. Yet their opportunities are as great in 
proportion as those of their city friends. 

Fifty-five per cent of the entire population of 
the country is in towns of 2500 and under; 65 
per cent in towns of 10,000 and under. 

While the total expenditure for building in 
these towns is probably less than in the larger 
cities, with their great office buildings, apart- 
ments, hotels, etc., yet there is a tremendous 
amount of actual building done in the smaller 
communities each year. The small towns of to- 
day are the cities of tomorrow, and growth means 
building. Undoubtedly the door is open in most 
communities for a live hardware merchant to in- 
delibly stamp his store as the place to buy build- 
ers’ hardware—the place where the problems of 
the builder can be intelligently discussed and 
needed help given. 

Profits from the Home Owner 


Sometimes we hear a merchant say that his 
builders’ hardware sales amount to only 10 or 
15 per cent of his gross sales, and therefore he 
cannot afford to give much attention to the line. 
However, we see no reason for making the de- 
partment a losing one just because it brings in 
only 10 per cent of the gross volume. If these 
hardware merchants took the same attitude in 
regard to all their departments, they would soon 
go out of business. Likewise, if they would give 
the same thought and attention to builders’ 


hardware that they do to other lines, they would 
soon find it exceedingly profitable. In business 
as in life we get out of anything just in propor- 
tion to what we put into it. 

In the smaller towns people own their homes. 
This is the small dealer’s opportunity, because it 
is the home owner who later comes in for screens, 
lawn mowers, garden tools, kitchen equipment, 
paint and a myriad of other hardware items. 
Seems rather foolish not to start with him when 
he builds and follow through. 


Concentrate Your Builders’ Hardware Stock 


Builders’ hardware comprises many items, 
which in most small stores are found to be widely 
scattered. Bring them together and form a de- 
partment. Builders’ hardware then has a mean- 
ing to both clerks and the customers. Also re- 
member that the term builders’ hardware means 
more than just a collection of locks. It would 
be a mighty useless building that had only locks. 
What about butts and hinges? They are equally 
as important as locks. You might have a lockless 
door, but a hingeless one—never. 


Put the “I Will’ into Your Business 


What most hardware merchants need is more 
of the “I Will” spirit in their business. Nothing 
worth while can ever be accomplished until there 
is a sincere determination to win. Therefore no 
merchant will ever build up a really successful 
builders’ hardware business until he makes up his 
mind to bring that line out of the rut of the 
commonplace. There is only one place to start, 
and that is the beginning. 

The average hardware merchant who has lit- 
tle difficulty in persuading Mrs. Smith to part 
with good coin of the realm in exchange for an 
expensive range or washing machine immediately 
changes front when the Smiths start building, 
and seems to forget all the selling he ever knew. 
He shies off and allows Mrs. Smith and her hus- 
band to forage for their builders’ hardware needs 
in some other merchandising pasture. Then he 
howls his head off when the Smiths’ business be- 
gins to drift off his books and onto those of 
some competitor. 

One Jump Ahead of the Foundations 


The average merchant is inclined to watch a 
new house go up from the time the cellar is dug 
until the builder rushes in for butts and locks, 
without once thinking of selling the hardware be- 
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fore it is actually needed. As a matter of fact, 
it is much easier to sell good builders’ hardware 
well in advance of its actual use. The sale is 
usually made just about the time the builder 
realizes that the house is going to cost more than 
he had anticipated. As a result he is inclined to 
cut down on the hardware items as his last chance 
of economizing. Why not get to him early while 
the appropriation is still in good shape, and sell 
hi mon a quality rather than a price basis? Be 
at least one jump ahead of the foundations. 
The average hardware store does not have a 
regulat builders’ hardware man, but that is no 


keep his eye out for new dwellings, and watch 
the real estate transfers. Finally, see that he 
gets acquainted with the local builders, con- 
tractors, carpenters, architects and anybody else 
who looks like a builders’ hardware prospect. If 
you do a good job in picking the man, you will be 
very agreeably surprised at the increase in your 
business and your profits. 

The main trouble is that most dealers in 
smaller communities sit idly by while the big fat 
builders’ hardware contracts go to the nearest 
large city. 


What’s the big idea? If you don’t want to 





There are many small items in the builders’ hardware department which must not be overlooked in sales or display work. 
Note the attractive background displays showing butts, hinges, hasps, casement hardware items and countless other smaller 
These are all very profitable and should receive more attention 


items in this line. 


reason you should stick with the average. In- 
stead, why not pick one of the boys who has good 
selling ability, and develop him into a builders’ 
hardware man? Pick some chap who has good 
eyes and a nose for news. Give him a copy of 


read blue prints and figure contracts yourself, 
you can at least give some fellows in your store 
a chance, and still get the profit. There’s a lot 
of building construction still to be done in this 
good old U. S. A., and every building means 
builders’ hardware profits for some live hard- 





“Builders’ Hardware from the Ground Up”; let 
him study the manufacturers’ catalogs and talk 
with builders’ hardware salesmen. Have him 


ware merchant. If you don’t get your share the 
fault is your own. 








The American Business Man’s Wife 


“May I be permitted to digress here to pay a tribute to that potent factor in the 
welfare, even the very existence of this great nation—the wife of the American busi- 
ness man? Always ready to plan, to consider, to discuss those things appertaining to 
his sphere of activity, she is ever eager to rejoice with him in his success, to condone 
with him in disappointment or failures and in crises that sometimes come when all 
seems lost save honor, and even hope seems obscured in bleak despair, she comes like a 
ministering angel and shows him the silver lining of promise to the clouds of misfor- 
tune that must lead to the dawn of new and brighter things. Keen of judgment, discern- 
ing in intuition and prophetic in foresight, the helpmeet of America’s man of business 
becomes for him Nature’s masterpiece and easily the crowning good fortune of this 
commercial legacy. My most smiling welcome goes to the ladies of our conventions. I 
am glad to see them come, and I hope some day that they will perfect a ladies’ auxiliary 


within our ranks, for it would possess wonderful possibilities.” 
—R. W. Hatcher, Milledgeville, Ga. 


President N. R. H. A. 
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The first award of $100 in Group Four went to the Idaho Hardware & Plumbing Co., Boise, Idaho 


Pyrex Anniversary Window 
Display Awards 


Merchandising Ability Shown by Contes- 
tants in Pyrex Window Display Contest 





ELEBRATING the tenth anniversary of 
( Pyrex glass cooking ware, the Pyrex Sales 

Division of the Corning Glass Works, Corn- 
ing, N. Y., conducted an anniversary window trim 
contest from March 1 to June 1. Awards totaled 
$1,500 in cash, and were distributed in five pop- 
ulation classifications. 

Group 1 was for dealers in towns up to 5000 
population. Group 2 for dealers in towns be- 
tween 5000 and 10,000 population. Group 3 was 
for dealers in towns between 10,000 and 25,000 
population. Group 4 was for dealers in towns of 
25,000 to 50,000 population. Group 5 was for 
dealers in towns of more than 50,000 population. 
Fach group had 25 awards. 

In all groups the first prize was $100; second 
prize, $50; third prize, $25; fourth prize, $15, 
and fifth prize, $10. Each group also had many 
prizes of $5 each. 

The contest was open to every dealer who 
handled household wares. A contestant was per- 
mitted to send in as many entries as he wished, 
submitting photographs prior to June 10. The 
window displays were not restricted to an entire 


window display of Pyrex, nor was any contestant 
required to make any purchase in order to com- 
pete. Display material was distributed without 
charge by the Corning Glass Works. 

Judgment was rendered on the basis of orig- 
inality, and the merchandising and _ display 
value of the display submitted. , 

The judges were: 

Llew S. Soule, Editor, HARDWARE AGE. 

Rivers Peterson, Editor, Hardware Retailer. 

Roy F. Soule, Editor, Hardware Dealers’ Maga- 
zine. 

The first award in Group 1 went to Lehman 
Bros., Oxnard, Cal. In Group 2 the first award 
went to Killian & Co., Cedar Rapids, lowa. The 
Missoula Mercantile Co., Missoula, Mont., received 
the first award in Group 3. The first award in 
Group 4 went to the Idaho Hardware & Plumb- 
ing Co., Boise, Idaho, and the first prize of Group 
5 went to Kinney & Levan Co., Cleveland, Ohio. 

The event created considerable interest among 
merchants, with the result that a great many 
displays were installed and a large number of 





In Group Three, which 
included towns whose 
population ran between 
10,000 and 25,000, the 
Missoula Mercantile 
Co.. Missoula, Mont.. 
won the first award of 
$100. The firm used 
the very popular cross 
word puzzle theme as 
an appropriate’ back- 
vround. “Your puzzle 
solved” says the mes- 
sage, which helps put 
over this window dis- 
play with the people of 
Missoula and which 
impressed the judges to 
the extent of a “first 
prize in its group. 
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Lehman Bros., Oxnard, 
Cal., won the first 
award of $100 in 
Group One, which was 
for dealers in towns 
whose population to- 
taled not more than 
5,000. Note the ef- 
fective use of display 
racks which helps make 
the goods stand up to 
meet the much dis- 
cussed “eye level.” 
Manufacturer’s display 
material was used to 
advantage in this attrac- 
tive display. 
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Four of the First Awards 


























































4 Kinney & Levan, Cleve- 
te land, Ohio, won the 
_ major award of $100, 
e for dealers in the larger 
q cities. This group in- 
4 cluded cities whose 
Z population exceeded 
3 the 50,000 mark. The 
: use of display pedes- 
a tals helped make this 
4 a winning display. Note 
q also the use of cartons 
4 as supports or stands 
g for the merchandise. 
4 This idea may easily be 
: used in practically any 
line you carry. 

“a ft The first award of $100 

\ P¥ | REX | in Group Two went to 

=A DISH FORTMTERY NEED m , Killian & Co., Cedar 

AND NEEDED IM ERY HOME 7% ore Rapids, Tlowa. This 

. * oe. Ne, group included towns 

! ° — ‘Lat whose population totals 

: || ' somewhere between 5,- 

d , 000 and 10,000. There 

é is plenty of open space 

7 in this display. The 

k : prospect has no diffi- 

culty in picking out the 

individual pieces or sets 

: which may __ interest 

him. Display pedestals 

and placards help give 

this window finish. 
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excellent photographs were submitted. These 
were so uniformly good and there was so much 
artistic ability displayed by the contestants that 
the selection of winners was very difficult for the 
judges. 

No names appeared on any of the photographs 
and the awards were made without any knowl- 


Complete List of 


GROUP ONE: First Prize, Lehman Bros., Oxnard, Cal.. 
$100; Second Prize, Frank Kadlec, Glencoe, Minn., $50; 
Third Prize, Carstens Bros., Ackley, Iowa, $25; Fourth 
Prize, Greenville Hardware Co., Greenville, Mich., $15; 
Fifth Prize, McLean & Gardinier, Walden, N. Y., $10. 


GROUP TWO: First Prize, Killian & Co., Cedar Rapids, 
Iowa, $100; Second Prize, Interstate Hardware & Supply 
Co., Bristol, Va., $50: Third Prize, S. Hill & Son, Santa 
Ana, Cal., $25: Fourth Prize, E. K. Ortiz, Mamaroneck, 
N. Y., $15, and Fifth Prize, Newman Dry Goods Co., Ar- 


kansas City, Kan., $10. 


(.ROUP THREE: First Prize, Missoula Mercantile Co., 
Missoula, Mont., $100; Second Prize, Findlater Hardware 
Co., San Angelo, Tex., $50; Third Prize, Charles Beshore & 
Co., Marion, Ind., $25; Fourth Prize, Wing & Bostwick Co., 
Corning, N. Y., $15, and Fifth Prize, Jordon Hardware Co., 


Willimantic, Conn., 510. 


GROUP FOUR: First Prize. Idaho Hardware & Plumb- 
ing Co., Boise, Idaho, $100; Second Prize, W. C. Lyon Co., 
Durham, N. C., $50; Third Prize, James Black Dry Goods 
Co., Waterloo, lowa, $25; Fourth Prize, Clark Hardware 
Co., Jamestown, N. Y., $15, and Fifth Prize, H. C. Prange 
Co., Sheboygan, Wis., $10. 


GROUP FIVE: First Prize, Kinney & Levan Co., Cleve- 
land, Ohio, $100; Second Prize, May Co., Los Angeles, 
Cal.. $50: Third Prize, M. H. Lazarus Co., Charleston, 
S. C., $25; Fourth Prize, Dresslar Hardware Co., Los 


Angeles, Cal., $15, and Fifth Prize; Schuster & Co., Mil- 
waukee, Wis., $10. 


GROUP NO. 1—$5 AWARDS: C. A. Nichols Hardware 
Co., Rock Rapids, lowa; Kemp-Hibler Mercantile Co., E]- 
dorado Springs, Mo.; The Waller Store, Westwood, N. J.; 
J. H. Couden, Manlius, N. Y.; M. R. Loud & Co., Colum- 
bian Square, South Weymouth, Mass.; A. W. Lund Co., 
River Falls, Wis.; Guthrie, Bradley & Jones, Sweetwater, 
Tenn.; Knauf & Tesch Co., Chilton, Wis.; Scofield Co., 
Sturgeon Bay, Wis.; Fowler & Ball, St. Johns, Mich.; 
Hagman Hardware Co., Milaca, Minn.; Zuzak’s Wonder 
Store, Boonville, Mo.; A. H. Van Voris, Cobleskill, N. Y.; 
W. E. Lamson Co., Randolph, Vt.; Davis Hardware Co., 
Mount Vernon, Wash.; True & Blanchard, Inc., Newport, 
Vt.; O. S. Stapley Co., Inc., Mesa, Ariz.; Howard A. 
Weaver, Montoursville, Pa.; H. P. Aikman, Cazenovia, 
N. Y., and Parnacott & Sterling, Three Forks, Mont. 


GROUP NO. 2—$5 AWARDS: The W. F. Hardware 


Co., Greeley, Colo.; Kalispell Mercantile Co., Kalispell, 
Mont.; Standard Hardware Co., Weston, W. Va.; The Diet- 
rich Hardware Co., 29-31 Main St., Salamanca, N. Y.; Schad 
& Pulte Hardware Co., Gainesville, Tex.; H. Kotok Hard- 
ware, 505 Landix Ave., Vineland, N. J.; The Bell Hardware 
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edge on the part of the judges as to the identity 
or location of the individual competitor. 

We take pleasure in reproducing the five 
photographs which received the major awards, 
realizing that these displays are of great educa- 
tional value to other retail hardware merchants. 
The complete list of awards follows: 


Award Winners 


Co., Derry, N. H.; The Ogden Hardware Co., Ashland, 
Ky.; Reynolds, Thompson & Robinson, Norwich, N. Y.; J. 
B. Wilson & Sons, Clinton, Ill.; Lee Hardware & Sporting 
Goods Co., Hampton, Va.; George W. Stewart Hardware, 
Washington, Iowa; Mabie-Lowrey Hardware Co., Roswell, 
N. M.; Larsen-Forbes Hardware Co., Valdosta, Ga.; Clark 
& Collins, Inc., Oneida, N. Y.; Phelps Dodge Mercantile 
Co., Morenci, Ariz.; Senger & Heller Hardware, Portage, 
Wis.; The W. H. Backen Success Store, Beaver Dam, Wis.; 
LL. F. Holloway Hardware Co., Fremont, Neb., and The 
(;eorge Hardware Co., Grinnell, lowa. 


GROUP NO. 3—$5 AWARDS: Kurzhals Bros., Inc., cor. 
Main St. and Nelson Ave., Peekskill, N. Y.; M. P. Alkon 
& Co., Portsmouth, N. H.; Strong Hardware Co., 284 Burnet 
St., New Brunswick, N. J.; B. B. Fowler Co., Glens Falls, 
N. Y.; Allen & Jemison Co., Tuscaloosa, Ala.; A. S. Bur- 
bank, Plymouth, Mass.; Fowler & Sellars Co., White Plains, 
N. Y.; Jefferson Hardware Co., Jefferson, Iowa; Boston 
Store, Main St., North Adams, Mass.; Linquist Bros., Keo- 
kuk, lowa; Franzen Hardware Co., Riverside, Cal.; Sell 
Atkins Merchandise Co., 319 No. Broadway, Pittsburg, 
Kan.; Romaine Hardware Co., 158 Main St., Hackensack, 
N. J., and James Thompson, 132 Nells St., North, Sher- 
brooke, Que., Canada. 





GROUP NO. 4—$5 AWARDS: Woodruff & Murphy, 
Genesee St., Auburn, N. Y.; Fisher-Glassford Hardware 
Co., 1024 Fulton St., Fresno, Cal.; W. C. Lyon Co., Box 
168, Durham, N. C.; Barrett & Hicks Co., Fresno, Cal.; 
Perth Amboy Co., Perth Amboy, N. J.; Tepper Bros., El- 
mira, N. Y.; John C. Ross Hardware Co., Austin, Tex.; 
Crosby ,Bros. Co., Topeka, Kan.; Fenton China & House- 
furnishing Co., Roanoke, Va.; Rudolph Heyse, 25 North 
Tejon St., Colorado Springs, Colo.; J. W. Jung, Sheboygan, 
Wis., and The I. Swan, Elgin, III. 


GROUP NO. 5—$5 AWARDS: Arthur C. Lake, 1218 E. 
63rd St., Chicago, Ill.; Grensbacher Bros. Co., Fort Worth, 
Tex.; The Owl Drug Co., San Francisco, Cal.; James M. 
McCreery Co., Fifth Ave., New York City; J. H. Ashdown 
Hardware Co., Winnipeg, Man., Canada; George Innes Co., 
Wichita, Kan.; J. B. Wells & Son Co., Genesee, Catherine 
and Franklin Sts., Utica, N. Y.; Whitney-Alexander Co., 
428 Summit St., Toledo, Ohio; Allen & Bayne, 642 Minn. 
Ave., Kansas City, Kan. Cohen Bros., Jacksonville, Fla.; 
W. C. Stripling Co., Fort Worth, Tex.; Laclede Gas & 
Light Co., St. Louis, Mo.; Forbes & Wallace, Springfield, 
Mass.; Morganford Hardware Co., 5010 Gravois Ave., St. 
Louis, Mo.; Glass Block Store Co., Duluth, Minn.; L. D. 
McLean Co., 1158 Sutter St., San Francisco, Cal.; The 
Stambaugh-Thompson Co., Youngstown, Ohio; Titche- 
Goettinger Co., Dallas, Tex.; The Grote-Runkin Co., Seat- 
tle, Wash., and The Carson Crockery Co., 1732 15th St.. 
Denver, Colo. 
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Conditions in England 


By Saunders Norvell 


N the May 29, 1924, issue of HARDWARE 
AGE, in writing on the subject of conditions 
in Europe, I wrote about England as follows: 


“Not one intelligent, well posted Ameri- 
can in a thousand understands what has 
happened in England. England has liter- 
ally been turned upside down. There has 
been a complete social and industrial revo- 
lution in England. Just because this revo- 
lution has been accomplished without blood- 
shed, the civilized world does not realize how 
complete the revolution has been. The old 
social and industrial order in England has 
passed away and the former aristocrats who 
lived so comfortably and so cheaply in Eng- 
land fully realize this. They have no de- 
lusions. They do not expect the old days to 
return. The English people are the best 
sports in the world. They accept the change 
and even make jokes about the situation. 

“Immediately at the end of the war the En- 
glish accepted the inevitable and got right 
down to brass tacks. The English submitted 
to the most drastic taxation that any coun- 
try has ever suffered. Following their na- 
tional traditions, they never even ques- 
tioned the fact that they would pay their 
obligations. They decided to and have paid 
as a matter of course, but in order to do 
this they taxed themselves unmercifully. 

“Of the three countries (England, France 
and Germany), England, in my opinion, has 
actually suffered more and is in the worst 
condition industrially of all. Jt will take 
her longer to recover.” 

* * * 


When I returned to England this year, I was 
curious to see whether my prophecy of last year 
was correct. In the London Daily Mail I read 
that, according to the official report, there were 
1,247,300 men out of work on June 2, 1925. This 
was 244,000 more than on the same date in 1924. 
It was 60,778 more than were out of work in the 
previous week this year. These figures graph- 
ically tell the story. 

* on x 

Business in England is very bad indeed. One of 
the best methods of becoming informed in regard 
to the conditions in any country is to carefully 
study the daily papers. In our country, gener- 
ally speaking, most of the directors of any com- 
pany are actively engaged in working for the 
company. The president, for instance, is usually 
the executive manager. In England almost every 
company has what they call a “managing direc- 
tor.”” He works under instructions of the board 


of directors. In England many of the directors 
of the company—in fact—I should imagine the 
majority of them, have no regular job with their 
company. They attend directors’ meetings, listen 
to the report of the chairman of the board and 
vote upon plans and policies. These directors are 
paid a certain small fee by the company for at- 
tending these meetings. Usually, of course, these 
directors own “shares,” as they call stock, in the 
company. Now in England the proceedings of 
these meetings and the report of the chairman 
are all published. The papers are full of these 
reports of meetings. Anyone who is interested 
enough to take the time and trouble to read these 
chairmen’s reports can gather not only an excel- 
lent idea of general business conditions, but also 
the explanation of these conditions. Every day 
I read these reports and, almost without excep- 
tion, they were accounts of losses in business and 
the passing of dividends. 
* o * 


Take for example, the lace and embroidery in- 
dustry. It seems on account of changes in fashion 
that this industry has been very depressed. Laces 
have gone out of style.. The competition from 
the Continent, especially from Belgium, was very 
keen. The English industry was on the verge 
of bankruptcy. Businesses had shut down and 
lace workers were out of jobs. The English, in 
order to protect the industry, decided to place 
a tariff of 33 1/3 per cent on these goods. While 
I was in England, the Continental countries, in 
anticipation of the tariff, were rushing these 
goods into England. Docks and warehouses were 
filled with foreign goods rushed in ahead of the 
tariff. At the last moment, immense quantities 
of high priced light goods were sent over from 
the Continent in airplanes. Naturally, with this 
glut of supplies on the market, the immediate 
future of the lace industry in England is not 


very cheerful. , 
* * * 


Take the shipping business. There are too 
many ships for the amount of business. First, 
there was disastrous cutting of rates. In self-de- 
fense, the shipping companies were compelled 
to get together. This was done with the consent, 
and under the direction of the British Govern- 
ment. (How different from our Government!) 
Where there were too many ships sailing on cer- 
tain routes, the companies arranged to cut down 
the number, one company, for instance, having 
a ship sail one week, another company the next, 
etc. These wise moves in the way of retrench- 
ment have of course to a certain degree improved 
conditions, but none of the shipping companies 
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are making any money and all of them are pass- 


ing their dividends. 
* * *- 


Take the wool situation. Australia produces 
a very large part of the wool that is manufac- 
tured in England. The Australian sheep growers 
got together and advanced prices. This put the 
raw material so high that the English manufac- 
turers could not meet world competition. Their 
costs were too high. The result was a slump in 
their sales of woolen goods. I noticed from the 
papers that this industry was also in a very bad 
way. 

* * * 

To me, the Russian situation has always been 
a mystery. I have talked to intelligent people on 
the subject of what is going on in Russia, but 
I received so many different reports that I am at 
a loss to know just what to believe. English 
merchants told me that both France and England 
thought they would be smart, play up to the Rus- 
sian Soviet Government and get some nice, fat, 
juicy Russian trade. Through private companies, 
money was advanced to Russian merchants. Goods 
were shipped there on credit. I was told that al- 
most all this business turned out disastrously. 
They could not collect by law from these Russians, 
and the Russians simply accepted the goods and 
the money, but did not pay. I was told in England 
that if we did any business with Russia we should 
be sure to get cash in advance. Now, please 
understand that I am simply repeating gossip 
that I heard among prominent English business 
men. All of them, both in England and in France, 
were very sore at the Russians. 

7 * >” 


In London the Russian Government maintains 
a big commercial office. In other words, the 
Russian Government is in business. In this office 
is a large number of employees. They are buying 
and selling goods, I suppose, with the cooperative 
or Communistic idea. I am also informed the 
Russian Government has a similar but smaller 
office in New York City. 


* x * 


“What about Stanley Baldwin?” I asked. “Is 
he making good?” “Well,” they answered, “Bald- 
win is an honest man. He means to do right. We 
believe he is doing his best, but what England 
needs is a great leader who will decide on a fixed 
policy and pull the Empire out of its troubles 
and who will have the ability to unite all parties 
in his support. What we need is a great man. 
The era of great men seems to have passed away. 
We are cursed with a lot of small, narrow-gauged 
men in office. The Empire is floundering around 
with a lot of parties pulling against each other 
and doing nothing but talking while there is dan- 
ger of the Ship of State going down.” 


* * * 


Then there was the Chinese situation, also the 
unrest in India. Egypt has been handled with 
an iron hand, but everything is not clear sailing 
there. The world is full of unrest. The people 
are discontented and in a time when great men 


are needed to handle the situation, great men do 
not seem to exist. 

While I was in England it was openly stated 
in the House of Commons that the Russian Gov- 
ernment was backing the Chinese insurrection. 
They were also spreading propaganda and send- 
ing money to other disaffected areas, such as In- 
dia, Egypt and to the Riffs in Morocco. The ob- 
ject of the Russian Government is to destroy the 
capitalistic system of government. It was open- 
ly stated in the House of Commons that they had 
selected England as the object of their attack. 
On account of bad times, unemployment and dull 
business, the people of England and her Colonies 
were peculiarly susceptible to Bolshevist propa- 
ganda. 

+ * * 

Thinking Englishmen are taking the situation 
very seriously indeed. They fully realize the 
many dangers of the British Empire. In these 
days they are not making bombastic speeches 
about the great empire upon which the sun never 
sets! I myself have sat at dinners in London in 
years past and heard English speakers, in ad- 
dressing a gathering of men from the Colonies, 
refer proudly to their “overseas possessions.” I 
could not help one one such occasion nudging the 
Colonial sitting next to me and remarking, ‘‘Well, 
old boy, how do you like being an ‘overseas pos- 
session?’”’ He looked at me and grinned. There 
is no more of that kind of talk now in London. 
The situation is too serious. 

+ * ~ 


An advertising man told me that in the old 
days almost all of England’s Colonies produced 
nothing but raw materials. These raw materials 
were shipped to England, manufactured and then 
bought back by the Colonies. England herself 
was just a large factory. She made handsome 
profits, not only in manufacturing the raw mate- 
rials for the Colonies, but in financing this busi- 
ness. “Now,” said this advertising man, “many 
of our Colonies are doing their own manufactur- 
ing. The raw materials are made into goods at 
home for home consumption. They are also doing 
a large part of their own financing. All this very 
profitable business has been taken away from the 
mother country.” 
: ag + * 

“What about the labor unions?” I inquired. 
The answer was that labor itself was divided up 
into different parties. There were Laborites, La- 
bor Unionists, Radicals and Communists. What 
labor was trying to do was to keep up and ad- 
vance wages and reduce the number of working 
hours per week. “This might be all right,” said 
the manufacturers, “if the Continental countries 
were paying the same wages and if labor were 
working the same number of hours, but this is 
not true. While here in England we are compelled 
to pay the same prices for raw materials as our 
competitors on the Continent, there, because the 
labor unions are not so strong and because they 
do not exist at all in many industries, the work- 





(Continued on page 82) 
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tributes his success in a large part to the 

fact that he has learned ropes until he knows 
them better than a-sailor and he can hold your at- 
tention b ythe hour with splicing and the tying of 
all sorts of knots. “He is something of a rope 
wizard. And now he is learning the Will Rogers 
type of rope stunts. Think how interesting one 
can make ropes to customers, just by learning 
even a few special knots and splices. 

* ok x 


Are hardware store salesmen more bashful 
than house-to-house canvassers? Those glorified 
peddlers get business by asking people to buy, 
and they don’t wait for the people to come to 
them first and show an interest in the goods. 
And probably you know as well as I that there 
are some little dears behind the hardware store 
counters who wouldn’t think of asking anybody 
to buy anything until pretty certain that the 
answer would be “Yes.” 

Well, if you wait to urge a purchase until after 
the customer shows that he is going to buy any- 
way, you have by that time lost about nine out 
of ten of the prospects who have given you one 
chance and then gone on. 

* * * 

You cannot know the living conditions of all 
your customers, or whether they have automobiles 
or a yard and garden. Perhaps not in all cases 
is it practical to ask any questions leading to 
acquiring such information. But you do know 
something about the occupation and the residence 
of a good many of those who come into the store. 
Why not make selling use of that knowledge? 

You know a man has a little orchard, a few 
fruit trees. Why not suggest to him the purchase 
of one of those good pruning saws needful for 
his use? You know a man has a garage on his 
place. Why not point out to him the advantage 


()*: of the cleverest rope salesmen I know at- 
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“Your boss gets lots of good 
ideas at hardware conven- oh 
tions. Ask him to make | 
notes and pass them on to - 
you. —THE MAN BEHIND 

THE COUNTER. 











of a bench-vise in that garage? Tools offer count- 
less opportunities for such suggestions. 

It is a real advantage to you to know how and 
where a man lives. Find out about as many of 
them as you can and then capitalize that knowl- 


edge. | ‘ ‘ ‘ 


Your boss gets a lot of good ideas when he goes 
to hardware conventions but he rarely finds a 
chance to pass many of them on to you boys 
behind the counter.. Why not ask him, the next 
time;he goes conventioning, to make a set of notes 
and then give you the. dope after he gets home? 
An evening devoted to listening to what he picked 
up at the convention will be worth something to 
you in helping you to keep up to date on hardware 
methods. And you want to keep up to date unless 
you are expecting to leave the business. 

* 


I ebveiann have my suspicions a the amount 
of interest a salesman has m:the: business, or in 
anything but his pay, if he complains about oc- 
casionally working overtime, in fact, about work- 
ing overtime at any time when it ‘would be for the 
good of the business. 

Speaking of overtime, a ‘lumber camp boss told 
me‘not long ago about a crew ‘he had on the job 
when it looked as if the spring haws were going 
to wipe out the snow before: hy could get their 
logs out. There came’ alittle freeze at dusk on 
Friday and the men .were® sent into the woods 
with the teams and they hauled, logs from Friday 
night to Sunday morning witKout let up. They 
took a rest then for there came a little rain and 
thaw. Sunday night the weather changed and 
they went back again and worked until Tuesday 
morning. They didn’t do that work for overtime 
pay. They didn’t get any. They did it because 
of their interest in the boss’s job and their will- 
ingness to help save the logs. That’s what I eall 
overtime! 
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Exhibits of Three Hardware Merchants at 
the Bridgeport Progress Exposition 

















Mill supplies and heavy 
hardware was dis- 
played by Hawley 
Hardware Co., whose 
booth is pictured to 
the right. Below is 
the hardware locomo- 
tive used by the 
American Hardware 
Stores. A local. news- 
paper called this ez- 
hibit the “chief attrac- 
tion of the exposition” 







Stoves were displayed by - Chaoin- 
Bangs Co. in the booth shown below 




















July 23, 1925 


HARDWARE AGE 43 








Hardware Merchants Were Prominent 
in Bridgeport Progress Exposition 


Connecticut City Celebrates Its Rapid Growth in Population and 
Industrials—Hardware Manufacturers Participate Actively 


thriving community of 1200 people. Its 
wealth at that time was placed at 12 mil- 
lion. Today Bridgeport is a very important in- 
dustrial city, with a population said to be 150,000. 
It ranks with the leaders in manufacturing, and 
a great proportion of its products are sold in re- 
tail hardware stores throughout the world. Dur- 
ing the World War Bridgeport was famous as a 
center of munitions production. With peace came 
the resumption of its normal industrial endeavors. 
Among the exhibitors who cooperated in the 
Progress Exposition, three hardware stores stand 
out prominently. The American Hardware Stores 
booth with its hardware locomotive was character- 
ized as the chief attraction in the newspaper story 
of the exhibits. The Hawley Hardware Co. dis- 
played portable electrical tools, hand tools and 
various other hardware, which you will readily 
recognize in the photos on the opposite page. 
The Chapin-Banks Co., wholesale hardware dis- 
tributors, featured stoves and other heavy hard- 
ware items. The American Hardware Stores dis- 
played sporting goods, auto accessories, tools and 
cutlery in addition to the novel hardware loco- 
motive, designed and constructed entirely of hard- 


Penis: years ago Bridgeport, Conn., was a 


ware by the store’s window trimmer, William 
Lenox. 

There were 300 exhibitors participating in the 
exposition, which was held in a large tent. The 
celebration of Bridgeport Progress Week was held 
May 30 to June 6. Fifty thousand people visited 
the exposition in spite of sizzling hot weather. 
Reports from the weather bureau state that week 
was the hottest Bridgeport has had in 20 years for 
that particular time of the year. } 

Among the local hardware manufacturers who 
cooperated we find the following of particular 
interest to hardware men: The Raybestos Co., 
General Electric Co., A. G. Spalding & Bros., 
Bridgeport Brass Co., Remington Arms Co., Inc., 
The Bridgeport Chain Co., Armstrong Mfg. Co., 
Bridgeport Metal Goods & Mfg. Co., The Bassick 
Co., Ives Mfg. Co., Harvey Hubbell, Inc., Bridge- 
port Hardware Manufacturing Corp., Jenkins 
Bros. and the American Chain Co. 

It is interesting to note that the history of 
Bridgeport, the city, is elosely allied with the 
history of many hardware products, such as loaded 
shells, guns, valves, die cutting equipment, brake 
lining, chain products and many other items. 





Good Roads Worth All They Cost, 
Says Hamp Williams—He Knows 





ORE than convinced that good 

roads are worth all they cost 

Hamp Williams and his wife 
were photographed upon their arrival 
at Hot Springs, Ark., after making a 
record run returning from the Na- 
tional Congress held recently at Phil- 
adelphia. Mr. Williams drove his 
Lincoln car over this stretch in three 
and a half days, driving only during 
the daylight hours. Commenting on 
this quick time the former president 
of the N. R. H. A. expressed his 
appreciation of the country’s good 
highways and the well-posted auto 
routes. 
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It is always interesting to compare the old and 


the new. At the right we see a glimpse of the 
former Anderson & Metcalf store in Olivia, 
Minn. Below is a view of this firm’s remed- 


eled store. Note the display tables. 
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A Small ‘Town Store 






with Big Town Methods 


Accurate Cost and Stock Records Enable Anderson and Metcalf 
to Operate a Very Successful Business in Olivia, 
Minn., a Town of 1600 Population .; 


placed on the value of either turnover or 
sales volume. Merely a large volume of busi- 
ness does not mean necessarily that a profit has 
been made—for example, one dealer in the North- 
west sold nearly $100,000 worth of hardware last 
year, but only cleared about $600 actual profit. 
A stock may turn several times a year, but if the 
mark up is not sufficient to take care of the over- 
head, there is little chance of turning the loss into 
profit. 
Reduced to the most simple terms, turn over 
means the receiving and disposing of anything, 
whether it is labor turn over or merchandise turn 


[ is possible that too much emphasis has been 








over. Naturally then the oftener one can “re- 
ceive and dispose” of an article at a profit, the 
more he will multiply that profit, and for that 
reason and that only, is turn over an important 
factor in merchandising. In the continual striv- 
ing for greater turn over, a great many dealers 
confuse it with volume, and while they may suc- 
cessfully increase the amount of their sales, they 
do it by increasing their stock so that the chances 
are that they usually lose rather than gain on the 
rate of turn. The man who can increase his sales 
without materially increasing his stock has 
solved the problem. 

That this last is not an impossible undertaking 
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has been amply demonstrated by Anderson and 
Metcalf of, Olivia, Min., a town of about 1600 pop- 
-ulation. The two partners were formerly depart- 
ment heads in one of the mail order houses and 
while they had a good knowledge of hardware, 
they had no actual retail store experience. About 
four years ago they bought out an existing store 
with a _ stock that inventoried approximately 
$13,000 and which had the previous year done 
only about a $19,000 business. Last year Ander- 
son and Metcalf with a stock of only $8,000, did 
better than a $40,000 business. 

The secret lies in a record of all the purchases 
they have made since they started in business. 
For example, when they buy a dozen clothes 
wringers, they enter it in a price and stock book 
kept for the purpose, together with the date, and 
when that stock is gone and they buy more, the 
size of their order is governed largely by the 
length of time taken to dispose of the original 
lot. It is their rule never to place an order for a 
quantity of any article larger than their records 
indicate can be moved in three months. By fol- 
lowing this rule, their stock has automatically 
adjusted itself to their sales. 

Another advantage in this record is that it fur- 
nishes an absolute check on the “boarders” or 
items that usually rest on the top shelf from one 
year’s end to another. Slow movers in Anderson 
and Metcalf’s store are easily spotted and a price 
put.on them that moves them out of the way. 
HARDWARE AGE some time ago foresaw the 
value of such a price and stock record and de- 
vised a printed blank book in loose leaf form 


HARDWARE AGE-PRICE RECORD 


PUBLISHED BY HARDWARE AGE, 239 WEST 39H ST., N.Y. CITY 


NUMBER QUANTITY QUANTITY 
ARTICLE OR SIZE BOUGHT ON HAND 


Ratchet Braces 12 20 &M 


12 10 
12 8 





a A a 


BOUGHT FROM 


somewhat similar to the form used by Mr. An- 
derson. Its purpose is to aid materially in stock 
control and at the same time give a concise record 
of cost prices. 

Anderson and Metcalf’s increased sales have 
come mainly from the large city business method 
which they have inaugurated in ‘their small town 
store. A mailing list containing the ‘names of 
nearly 400 farmers is used regularly with telling 
effect. The partners and their clerk are cordial 
and prompt in greeting everyone who comes into 
the store, real selling effort is put into every sale, 
no matter how small, and suggestions are continu- 
ally made of additional companion items to go 
with the article asked for. Incidentally credit in 
the form of open ledger accounts is granted spar- 
ingly, and on all such accounts statements are ren- 
dered promptly on the first of each month and 
again on the fifteenth, if not paid by that time. 
If the account is still unpaid after the second 
statement, it is followed up through personal calls 
until it is satisfactorily liquidated. 

A great many of the large items in the. store, 
however, are sold on the installment plan, a chat- 
tel mortgage note form being used and placed on 
record at the county seat in every case, thus serv- 
ing as a matter of protection to the store and at 
the same time impressing the customer with the 
seriousness of this obligation. That the farmers 
appreciate these somewhat rigid but business-like 
methods is proven by the fact that the store sold 
on this plan last year 26 separators, 10 electric 
washers, and 15 ranges. 


ARTICLES Braces, Ratchet: sheet vo 4&7 
__ Standard Brace & Bit Co 


INVOICE RETAIL QUANTITY 


Cost FREIGHT PRICE REMARKS 


] 2 
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QUOTATION DATE 


QUOTATION SOURCE DATE QUOTATION SOURCE DATE 


QUOTATION 





The HARDWARE AGE Price Record, shown here, furnishes a quick and complete record of all purchases, cost and 
selling prices. It shows the amount of any one item purchased and sold during a given period, which is an excellent 
way to control purchases and to keep from buying more stock than you can sell. Such a record is very valuable in 
keeping track of retail selling prices, as a clerk can mark up the goods as soon as received. A price record which also 
gives you the volume of goods bought and sold is particularly valuable on seasonable goods which are bought many 
months before they are shipped. The older these records become the more valuable they are for comparing prices 
paid and quantities sold in different years. Anderson and Metcalf, (livia, Minn., find such records a good way to 
insure annual profits. Time invested in maintaining accurate records will pay time dividends later 
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Delicious Fruits and 
Vegetables All Winter 


“Turn Dull Days Into Profits” by Selling 
Preserving Equipment Which Is Highly 


Seasonable at This Time 


By Charles P. Catlin 


HE appetite-petting fruits and vegetables 
that come to your table fresh from the 
garden these summer days are real palate- 
pals. They make a fellow’s stomach smile and 
give him a keen appreciation of the superiority 
of home-grown, home-cooked, home-canned, 
home-served fruits and vegetables. 
The canny hardware merchant takes advan- 
tage of this fact by encouraging the housewives 





features and displays a complete line of mer- 
chandise covering every item he has in stock 
that will help to make home canning a pleasure. 

Why not announce to the housewives that 
you have everything needed for the home can- 
ning of fruits and vegetables? Announce it 
through your local newspapers and through 
personal or circular letters—a regular adver- 
tising cannonade on canning equipment. Above 
all, make a window display of such timely, uni- 
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in his community to do home canning now. He 


fied lines as: 








Fireless Cooker 

Oil Cook Stove 

Steam Pressure Cook. 
ers 

Combination Cookers 

Preserving Kettles 

Sauce Pans Lipped 

Berlin Kettles 

Fruit Jars 

Fruit Jar Caps 

Fruit Jar Rubbers 

Fruit Jar Wrenches 

Fruit Jar Lifters 

Fruit Jar Funnels 

Fillers 

Jelly Strainer Bags 

Jelly Glasses 

1 qt. Tin Vegetable 
Cans 


Sealing Wax 

Wax Melting Ladles 

Vegetable or Fruit 
Press 

Cherry Stoners 

Apple Parers 

Peach Parers 

Paring (Kitchen) 
Knives 

Apple Coring Knives 

Mincing Knives 

Food Choppers 

Wood (Chopping) 
Bowls 

Mixing Bowls 

Strawberry Hullers 

Funnels 

Measures 

Measuring Spoons 


Basting Spoons 
Measuring Cups 
Family Scales 
Family Scoops 
Lemon Squeezers 
Ladles 

Colanders 
Graduated Measures 
Sugar Boxes 
Graters 

Strainers 

Pint Cups 

Pot Covers 

Repair Knobs 
Pierced Ladles 
Pierced Skimmers 
Deep Pudding Pans 
Milk Pans 

Kraut Cutters 


Can Openers 

Alarm Clocks 

Hour Glass 

Kitchen Knife Sets 

Tea Kettles 

Pot Cleaners 

Sink Strainers 

Sink Brushes 

Vegetable Slicers 

Mixing Spoons 

Salt and Pepper Shak- 
ers 

Preserving Kettles 

Baskets 

Galvanized Pails 

Fly Swatters 

Fly Traps 

Fly Paper 

Towel Rack 
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It will be worth your trouble and a lot more Successful merchants believe in signs. Here’s 
to dress one of your windows now, covering a a suggestion for a sign to use in connection 
complete line of canning and preserving equip- with this plan: 


ment. In this way you can build up your busi- 
ness, preserve your good will with the women i : 
of your community and jam your cash register | 
with money from increased cash sales. | This Week 

If I were a hardware merchant today and | _ 
had a great many unusual conditions to com- June 20 to 25, 1925 








some notice of me and my store—make them 
talk about me for a while. 

My plan would be to arrange with one or two 
of the local grocers to furnish me with a quan- Here’s another suggestion for a window 
tity of granulated sugar, put up in 20-lb. bags sign: 

(sacks). Then I would announce through the 
local newspapers and circular letters or printed 
postcards that I would sell 20 lb. pure granu- 
lated sugar for $1 during the week of July 20 Can What You Can 
to 25 to every housewife who came into my While You Can 
store and purchased for cash $2 or more worth | With Cami; q 
of canning and preserving equipment. I would . ith Our Canning an 
make it clear that this offer would hold good Preserving Equipment. 

only during this special sales period. | | 

I will gamble it would prove to be a big draw- , 
ing card. The difference between what I would 





bat in addition to the glorified peddler, and the 20 lbs. Granulated Sugar for $1.00 to each 
catalog houses, I believe I would stir up the housewife who visits our store and pur- | 
animals—for once, anyway. I would get my chases for cash $2.00 or more worth of | 
townspeople and rural trade to sit up and take Canning and Preserving Equipment. | 





























have to pay the local grocer for the sugar and By encouraging home-canning and featuring 
the price I would sell it for I would charge up canning and preserving equipment, you can 
to advertising. I feel confident this plan would make your cash register dance a cancan and 
more than pay for itself. turn dull summer days into profits. 








Arthur Nungesser, Newark, N. J... makes a strong bid for business during the preserving season. This window from the 
Nungesser store offers a good guide for disnlaying the equipment which enables your customers to have “Delicious Fruits and 
Vegetables All Winter” and enables you to “Turn Dull Days Into Profits” 
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One of the Marshail Cooking Classes in full swing 


Stove Sales, Prospects and Publicity 
Develop at Cooking Demonstration 


A. H. Marshall Co., Inc., Plattsburg, N. Y., Hold Cooking Instruction 
Classes for One Week to Create Interest in New Gas Range Line 


HEN A. H. Marshall Co., Inc., Plattsburg, 
N. Y., moved into its new store recently, a 
housefurnishings department was added 

and placed under the direction of Dr. O. H. Rowl- 
son with the very able assistance of Miss Helen J. 
Morgan, a born merchandiser. One of the im- 
portant items introduced in the new section was 
a complete line of modern gas ranges. To ac- 
quaint the housewives of Plattsburg with the ad- 
vantages of this particular gas range, the com- 
pany held a very interesting school for the in- 
struction of cooking. 

A culinary expert in the employ of the manu- 
facturer was obtained for the second week in 
April. The toy department was converted into 
a school room. A platform was placed at one end 
and several rows of chairs were placed before 
the platform. Three stoves of different models 
were on the platform, connected with gas. A white 
enameled top kitchen table, complete set of mixing 
bowls, measuring spoons, cake pans, spoons, cups 
and miscellaneous kitchen hardware utensils taken 
from the Marshall stock comprised the school 
equipment. Two classes were held each day from 


Monday to Friday, inclusive. More than 500 in- 
vitations were sent to the women of the town. 
These letters announced the pending classes and 
gave the program for the week, which included 
the baking of bread, biscuits, cake, pies, ice cream 
and cookies. The two local newspapers advertised 
the classes for two weeks prior to the event and 
during the week of the demonstration. 

In all the publicity there was not one word 
about stoves. The entire demonstration was an- 
nounced in the interest of labor saving and time 
conserving, efficient cooking. Classes were called 
at 10 a.m. and again at 2 p.m., and lasted two 
hours each. The expert, Mrs. D. McL. Dickens, 
explained each step in the preparation of the 
many dishes she cooked at the classes. In a very 
skillful way she demonstrated the use of the heat 
regulator on the stoves and advocated strongly 
the use of measuring spoons, mixing bowls and 
the other equipment mentioned before. 

The groceries necessary were purchased from 
local stores, who were pleased to put placards 
in their windows advertising the demonstra- 
tion. The samples made were passed around, 
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much to the delight of the scholars, visiting sales- 
men,.the store staff and the HARDWARE AGE re- 
porter. 

The first session attracted more than 42 women. 
The high attendance mark reached 57 women. 
Each scholar received a cook book and a registra- 
tion card, which asked if the party were inter- 
ested in a new gas range. The cook books had 
blank memo pages and more than 80 per cent ot 
those present jotted down notes during the course. 
The pencils used advertised the stove. These were 
distributed with the books. 

At the close of each class many scholars waited 
to ask Mrs. Dickens for additional data or in- 
formation regarding some cooking problem. ‘To 
get from the temporary schoolroom to the ele- 
vator or stairs, the crowd had to pass a vacuum 
cleaner and washer demonstration and also had 
to walk through part of the housefurnishings 
section. In this latter section the various equip- 
ment used in the class was prominently displayed. 

The first day two women asked for home dem- 

onstrations on the electric washer, and five asked 
for the prices on two different stove models. Two 
asked for home demonstrations on the vacuum 
cleaner. On the way out the scholars purchased 
an average of $12 in housewares after each ses- 
sion. 
As the class broke up Dr. Rowlson and Miss 
Morgan posted themselves in strategic positions 
to demonstrate the stoves or sell any desired 
housewares. 

Prospects were lined up on stoves, vacuum 
cleaners and electric washers. In fact, enough 
prospects were obtained to keep the sales staff 
busy for some weeks. .One man attended the 
classes. It was learned that he was employed as 
a chef at one of the local hotels. He asked for 
data on a large cooking stove for hotel use. 

Commenting on the after effects of the demon- 
stration, Miss Morgan writes, “The demonstra- 
tion proved to be a great success in every way. 
Sales in the chinaware and glassware department 





were noticeably increased, and great interest was 
shown at both morning and afternoon lessons. A 
great number of ladies attended. Some had never 
visited the store before and did not know of the 
new department (housefurnishings). They made 
a number of purchases and spoke of coming again. 
So it was not only a benefit to business now, but 
will be in the future.”’ 

The illustrations give you a very graphic im- 
pression of the cooking glasses and of the washer 
and vacuum cleaner demonstrations which fol- 
lowed one of the classes. These views are typical 
of the experience of A. H. Marshall Co., Inc., dur- 
ing the week of the cooking school. 
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Admit Bearer and Friend 
(GARLAND INSTITUTE 


CULINARY ART 





A. H. MARSHALL CO. Inc. 
PLATTSBURG, N.Y 
| April 13th to 18th Inclusive 

















Registration card, printed invitation, program and admit- 
tance card used by A. H. Marshall Co., Ine. 


As the scholars left the cooking school they became interested in the demonstrations on electric washers and vacuum cleaners 
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Price Cards with Roman Numerals 


By Joseph Bertram Jowitt 








3 nck 
Kiutbber Set 
Paint 
Brushes 


| 


Aandy 
Kitchen 
Cabinets 


Special 


These two price cards are known as 
“uprights.” The card shown at the 
top of the opposite page is called a 
landscape card. Mr. Jowitt explains 
these attractive cards in a very under- 
standable manner, reducing a reullis 
artistic job to almost a pastime for 
the hardware man who is handy with 
the brush and pen. Follow directions 
carefully, and you will have no dif- 
ficulty in making up these useful price 





dress him in care of HARDWARE AGE. 

















HE Roman numerals from one to zero, 

shown herewith, are the best and easiest to 

make for large size price ticketes such as the 
ones illustrating this article. They are called 
one-eighth sheets and measure 7xll in. In 
other words eight cards measuring 7x11 in. may 
be cut from a full-sheet of cardboard which comes 
22x28 in. 

These numerals were first outlined with a num- 
ber 10 Red Sable show card brush and then filled 
in with the same brush. Each stroke was made 
in the direction which the arrows point and in 
rotation according to the numbers indicating how 
many strokes are necessary to complete each let- 
ter. 

The figure 2, requires just eight strokes to 
outline, (the filling-in process is only a matter of 
carefully keeping inside the outline). The little 
cross-mark at the tail of each arrow denotes 
where each stroke begins, and the “breaks” in 
different intervals shows where the brush was re- 
moved and a backward stroke was taken, like 
at the bottom of figure 3. The strokes seven and 
nine are both backward strokes which should 
meet the other strokes six and four. The zero 
shows the method of filling-in, which is accom- 
plished by beginning at the widest part of each 
numeral and gradually working toward the nar- 
rowest part. 

In making these outlines (which should first be 
roughly sketched out in pencil) the brush should 
be held between the thumb and first two fingers 
in precisely the same manner you would hold a 
pen handle, keeping the fingers well down on 


98 cards. Mr. Jowitt will be pleased to 
answer any questions submitted. Ad- 











handle of brush so as to touch the ferrule; in 
this position the beginner will be much better able 
to control the hand from shaking and make a 
longer and sweeping stroke. It is not necessary 
to move the body or twist the arm in awkward 
positions in making any of the strokes, it is all 
done by twisting the handle of brush by rolling 
it between the three fingers mentioned. Take the 
numeral five for instance, which requires 11 
strokes to complete and is considered to be the 
easiest and most graceful of all. The first stroke, 
which begins at the top line, is a short downward 
stroke and stops about mid-way, the second 
stroke extends equally as far. The third stroke 
at the top follows the guide line and is. about the 
same length as stroke number one. The fourth 
stroke is a curved stroke the same length as num- 
ber three. Five is a short slanting stroke and fin- 
ishes off the top of numeral. Stroke six is a long 
crescent sweep which extends nearly to the bot- 
tom guide line. Stroke seven is a much shorter 
stroke, but should follow the same sweep of num- 
ber six. The widest part of the numeral five at 
bottom should be the same width as the widest 
part at the top. Strokes nine and 10 are back- 
ward strokes the same as at the bottom of numer- 
als three and nine. As the numeral five will no 
doubt be used more than any other it is well for 
the beginner to practice on this number. 

The beginner will find it much more interest- 
ing and will make better headway by practicing 
these numerals in pairs, say for instance, 25c, 
98c, 55c, etc. 

For the benefit of those who are not familiar 
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with the different standard size price tickets the 
following sizes are given, also the quantity of 
each size which may be cut from a full sheet of 
cardboard which measures 22x28 in. 
8 price tickets, size 7 x1l__ in. 
16 price tickets, size 514x 7 in. 
32 price tickets, size 31%4x 51% in. 
64 price tickets, size 234x 3% in. 
128 price tickets, size 134x 234 in. 
256 price tickets, size 13gx 134 in. 

With these six different sizes, which may be 
written either upright or landscape, there is no 
necessity of cutting odd sizes which would only 
leave waste to be thrown away. 

August is considered a big sale month and a 
well-ticketed window will act as a silent salesman 
and more than pay for the effort it took to pro- 
duce it. 

The laying out of price tickets is one of the 
most important details and it is always advisable 
to allow plenty of white space around the ticket 
and not to crowd the wording or price; neither 
should it be spread too far. The most practical 
way to lay out a price ticket is to measure off an 





A Real 
Padlock ' 1. 


for your Garage 











equal distance with the eye around the margin 
of the ticket and try to keep all lettering well 
within this marginal line, try to have the letters 
look the same distance apart, and even spaces be- 
tween all lines. If the beginner finds that he 
cannot write as many words in a line as he wishes 
to, it is much better to carry over a word and 
make the lines smaller than to crowd too many 
words on one line. 


Roman Numerals 


























A x 





















































5' 98 55 ar 





@ 





If you follow the numbered strokes in this chart and practice the Roman Alphabet you will find the knack of price card writing simple and 
interesting 














52 


HARDWARE AGE 


July 28, 1925 





CURRENT NEWS 





Brooklyn Outing Huge Success at Sayville 
Thanks to H. A. Cornell and R. J. Atkinson 


Thanks to the constant effort of H. A. Cornell and R. J. Atkinson, the 
annual outing of the Brooklyn Hardware Dealers Association, held July 15 


at the Shoreham Inn, Sayville, 
dealers and salesmen attended. 


ie» Bag 
The entire party motored from Brooklyn, 


was a huge success. More than 175 


a distance of 50 miles, and were perfectly willing to punish a fine shore din- 


ner which was waiting for them 
games were held, such as sack races, 


After the dinner was served, various 


swimming races and horse shoe pitch- 


ing. Toward evening the crowd motored back to Brooklyn, tired but happy. 


E. D. Baker, Andover, N. 


Hardware 


Association, was one of the guests. 


Y., president of the New York State Retail 


Officers and members of the 


North Jersey Hardware & Supply Association, Manhattan and Bronx Asso- 


ciation, Metropolitan Hardware 
were also present. 


Pickering & Co. Purchase 
Building in Cincinnati 


The Pickering Hardware Co., Cin- | 
cinnati, one of the largest retail hard- 
ware establishments in the Middle. 
West, has purchased the Pickering | 


Building at the southeast corner of | 
Fifth and Main Streets, Cincinnati. 
The company occupies several floors in | 
this building which was bought from | 
the heirs of Albert and Tilghman Pick- | 
ering. 

The company has been located in the 
building for sixty years, although it 
was started by an individual in 1865 
and was not incorporated as a_ stock 
company until 1888. In 1900 Albert 
Pickering gave the company a lease 
with privilege of purchase within ten 
vears. A decade later this lease was 
extended for another ten years and in 
1920 another extension was _ granted. 
The lease was given so that the com- 
pany would always be assured 
prominent downtown corner site. 
property consists of a 
building. 

Charles Moeser is president and Ben 
Smith vice-president and secretary. 


The 





Varied Trade Services Offered | 
by M. M. Godschalk 


M. M. Godschalk, 9070 206th Street, 
Bellaire, L. I., is offering his services 
to the hardware trade for special work 
and assignments on store arrangement, 
the taking of inventory, pricing goods, 
making up display panels and other 
essential work. Mr. 
been in the hardware business many | 
years, and was formerly with the Mas- 
back Hardware Co., New York City. 


G. W. Sherin Resigns as'| 
Bosch Advertising Manager 
G. 





to take effect Aug. 1. No announce- | 


ment has been made as to his probable | rington, Mass., 


successor. 
He has been in charge of the Bosch | 


Association and the Hardware 





seven-story | 


Boosters 





advertising for six years and has been 
active in advertising circles. Mr. 
Sherin has not disclosed his plans for 
the future, 
will take an extended vacation. He is 
considering several offers. Mr. Sherin 
was formerly eastern manager for the 
Davey Tree Expert Company and later 
| became sales manager for the Foreign 
Tool and Machinery Company, leaving 
that position to enter the army during 
the World War. 





Payson Fire Loss Exaggerated 


in Early Reports 


The recent fire which damaged the 
plant of the Payson Manufacturing 
|Company, Chicago, manufacturer of 
builders’ hardware and castors, was not 
as serious as first reports indicated 
and the company announces that it was 


———— 


_making shipments as usual within 24 


‘hours of the conflagration. 
of a) 


The fire 
‘itself was confined to three floors of 
one of the company’s six buildings and 
most of the one day’s delay was caused 
by the temporary disorganization of 
the factory office. 





E-Z-Toon Radio Consolidates 


| with Kurz-Kasch Co. 


_ The E-Z-Toon Radio Co. of Indian- 
apolis has been consolidated with the 
Kurz-Kasch Co. of Dayton, Ohio. This 
means better facilities for making the 
E-Z-Toon radio dials which have been 
manufactured by the E-Z-Toon Radio 
Co. for several vears. 





Godschalk has | 


W. Sherin, advertising manager | 
of the American Bosch Magneto Cor- | 
poration, has resigned, the resignation | 


Charles Sparks, formerly assistant 


eneral manager of the Kellogg 
‘Switchboard & Supply Co., and later 
weneral manager of the E-Z-Toon 


Radio Co., will continue with the busi- 
ness in the service of the Kurz-Kasch 
Co. Mr. Svarks will specialize on new 


| radio development. 


Mascnclusetts Store Robbed 


The hardware store conducted by 
Platt & Goslee, Bridge St., Great Bar- 
recently was entered at 
and watches are 


_ night. Revolvers 


| missing. 


other than to state that he | 


C.E. Hunt Dead 


Was Veteran Manufacturer, a Found- 
er and at the Time of His Death 
President of Hunt, Helm, 
Ferris & Co. 


Charles E. Hunt, president of Hunt, 


Helm, Ferris & Co., passed away sud- 


| 


| 


| denly’ at Santa Monica, Cal., on Satur- 
day, July 11. 


Mr. Hunt, together with Nathan B. 


_ Helm and Henry L. Ferris, founded the 
_manufacturing firm of Hunt, Helm & 


Ferris in 1883. 

















| 


The business was later 
incorporated in 1902 under the name of 


Ee 





Cc. E. Hunt 


Hunt, Helm, Ferris & Co. They were 
among the pioneers in the manufac- 
ture of hay handling tools, fence wire 
stretchers, door hangers and various 
hardware specialties. Later they added 
a full line of dairy barn equipment un- 
der the name “Star” and also engaged 
in the manufacture of juvenile vehicles 
under the names “Overland” and “Can- 
non Ball.” 

Mr. Hunt maintained his connection 
with the business until his death, al- 
though for the past five years he has 
resided in Pasadena, Cal., and has been 
more or less impaired in health. With 
Mrs. Hunt he had recently gone to 
Santa Monica to pass the summer 
months. 

Besides his widow he is survived by 
his daughter, Mrs. Blake B. Bell, who 
resides at Harvard, Ill., and whose hus- 
band, Blake B. Bell, has for several 


_ years been manager of the business. 


Mr. Hunt was born near Harvard, 
Ill., in April, 1846. He was a man of 
exemplary Christian character,  effi- 
cient in business and generous in his 
support of religious and charitable in- 
stitutions. 
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Rawplugs Are Now Made in 
the United States 


The Rawplug Co., Inc., 66 West 
Broadway, New York City, announce 
the establishment of a factory in New 
York City. The company manufac- 
tures rawplugs which are fiber screw 
anchors. Heretofore this product has 
been manufactured in England, and 
the company states that the great dis- 
tance between the plant and _ the 
American market frequently caused 
stock shortages, a condition which is 
now said to be entirely eliminated. The 
new American rawplug plant is now in 
full operation, producing more than 
100,000 rawplugs per day. New dis- 
play cartons have been designed, and 
it is stated that retailers will soon be 
offered an attractive combination stock 
and display case for this product. 





Vonnegut-Lilly Merger 
Reported in Indianapolis 


Negotiations are reported as prac- 
tically completed whereby the Vonne- 
gut Hardware Company of Indianapolis 
will take over the stock and business 
of the Lilly Hardware Company. The 
two firms, the largest retail concerns 
in the Indiana city, are located next 
door to each other in the downtown 
district and the deal will result in a 
$2,500,000 consolidation of the retail 
hardware interests, it is said. 

The purchasing company is also tak- 
ing a 99 year lease on the four story 
building owned by the Lilly Hardware 
Company with the option of an addi- 
tional 99 years and expect to occupy 
the building as well as their present 
five story building. 

A retail hardware store has occupied 
the site of the Lilly Hardware Com- 
pany’s store for nearly a hundred years 
and the Vonnegut Company is also one 
of the city’s old firms. The founder of 
the latter company retired in 1892 and 
since that time the business has been 
run bv his three sons, Clemons, Jr., 
Franklin and George. 





Winona Paint and Glass Co. 
Sold to Forster Paint 
Concern 


Announcement has just been made 
that the business of the Winona Paint 
and Glass Co., Winona, Minn., manu- 
facturer, jobber and retailer, has been 
taken over by the Forster Paint and 
Manufacturing Co., also of that city. 
The present plan is that the two com- 
panies will continue to operate inde- 





| Muncie, 
| Brothers 


Semi-Annual Sales Convention of 


John H. Graham & Co., Ine. 


The semi-annual sales convention of John H. Graham & Go., Inc., hard- 
ware sales representatives, was held in the home office, 113 Chambers Street, 


New York, from June 22 to 30, 1925. 


The session was opened with an 


address by William A. Graham, president of the company, in which he 
reviewed business conditions for the past six months, and discussed the 


possibilities of increased business during the coming half year. 


Other 


sessions of the convention were addressed by officials of the various factories 


represented by John H. Graham & Co. 


were present were the following: 


Robert L. Dorsey, Tucker & Dorsey 
Mfg. Co., Indianapolis, Ind.; John S. 
North, North Bros. Mfg. Co., Phila- 
delphia, Pa.; Joseph V. Smith, Russell 
Shovel Co., Pittsburgh, Pa.; Ray C. 
Taft, manager Wallingford Plant, 
American Fork & Hoe Co.; George M. 
Spencer, American Lawn Mower Co., 
Ind.; Stanley Bevin, Bevin 
Mfg. Co., East Hampton, 


Conn.; John W. Watson, Coates Clip- 

















per Mfg. Co., Worcester, Mass.; Ralph 
R. Roemer, Cleveland Wheelbarrow & 
Mfg. Co., Cleveland, Ohio; Prescott W. 
Robinson, Dunham Lawn Roller Co., 
Monroe, Mich.; C. S. Godfrey, Etna 
Co., Taunton, Mass.; J. A. Saylor, The 
Herbrand Co., Fremont, Ohio; E. L. 
Wilcox, Bevin-Wilecox Line Co., East 
Hampton, Conn.; Reginald Washburn, 
EK. Jenckes Mfg. Co., Worcester, Mass.; 
Walter H. Voos, The Voos Co., New 
Haven, Conn.; V. Haight, Jr., The 
Noera Mfg. Co., Waterbury, Conn.; 
L. S. Whitney, Snell Mfg. Co., Fisk- 
dale, Mass.; Taintor, Taintor 
Mfg. Co., New York City; J. A. Nor- 
ton, The Winsted Edge Tool Works, 
Winsted, Conn.; A. C. Haeffner. David 
Wadsworth & Son, Auburn, N. Y.; 





Among the manufacturers who 





Justin Smith, Seymour Smith & Son, 
Oakville, Conn.; R. O. Arnold, Malli- 
son Braided Cord Co., Athens, Ga. 

The Thursday afternoon session on 
June 25th, made an adjournment from 
the New York office to the Braid Burn 
Country Club, Madison, N. J., where 
the entire sales force and several visit- 
ing manufacturers enjoyed a_ most 
pleasant outing. The Braid Burn 
Country Club acted as hosts to golfers, 
swimmers, baseball players, canoe ex- 
perts, bridge players and quoits pitch- 
ers. Following the afternoon sports, 
the club served a banquet to all guests, 
this banquet being attended by the en- 
tire domestic sales force of John H. 
Graham & Co., Inc.: W. A. Graham, 
H. S. Graham, J. B. L. Holme, T. E. 
Hoffman, W. D. Batting, Edw. Sheehy, 
E. B. Carpenter, L. G. Payson, V. 
Streicher, W. J. Kelleher, W. B. King, 
E. A. Gallagher, H. W. Brautigam, 
H. T. Ansley, E. F. Archer, A. Bir- 
mingham, B. M. Howell, C. G. Lohr, 
H. S. Wilson, B. Z. Martinez, J. J. 
McIntosh, D. A. Warren, R. R. Law- 
less, F. R. Eastlake, T. P. Harrison, 
P. H. Prall. 





Catalogs Are Requested by 
Texas Dealer 


O. B. Hocker, Clarksville, Tex., 
wholesaler and retailer, who recently 
suffered a fire loss, requests catalogs 


from manufacturers of hardware, 
stoves, wagons, buggies and milling 
supplies. 





R. A. Bixler Buys Out His 
Partner’s Share 


Robert A. Bixler has purchased the 
interest of E. S. Albert in the Albert & 
Bixler Hardware Co., Stroudsburg, Pa. 
The business will hereafter be known 
as the Robert A. Bixler Hardware Co. 


John A. Sullivan Dead 


John A. Sullivan, who for many 
years conducted a grain and hardware 


pendently of each other. The officers of | business on Main Street, Northampton, 
the reorganized concern will be: presi- | Mass., died at the Dickinson Hospital, 
dent. O. T. Caswell; vice-president, R.| that city, Sunday morning, July 12, 


J. Mann; 
treasurer, H. 
R. B. Mann. 


secretary, 


J. Caswell, | following an illness of three weeks. He 
Howe, and manager, | was a native of Waterbury. Conn., and 
‘went to Northampton in 1870. | 














Jersey Firm Incorporates As 
Brown Hardware Co. 


The business formerly known 
Brown & Co., 9 Westfield Avenue, 
West, Roselle Park. N. J., wholesaler 
and retailer of builders’ factory and 
contractors’ supplies, has been incorpo- 
rated as Brown Hardware Co. James 
Grimdrod has been appointed manager 
of the firm. He has been in the hard- 
ware business 20 years, and for the 
past 10 years was connected with 
Kirby-Stack Hardware Co., Elizabeth, 
N. J. 


as 


Geo. L. Storm Dies 


George L. Storm, chairman of the 
board of directors of the American 
Safety Razor Corporation, maker of 
Gem, Ever-Ready and Star razors, died 
at New York on July 11. He was at 
one time vice-president and general 
manager of the General Cigar Com- 
pany and later became president of the 
Tobacco Products Corporation. Mr. 
Storm had also been chairman of the 
Sweets Company of America and presi- 
dent of the Candy Products Corpora- 


' tion. 
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Federal Mfg. Co. Moves and 
Changes Firm Name 


The factory and general offices of 
the Federal Mfg. Co., Columbus, Ohio, 
one of the oldest manufacturers of 
brass goods in the United States, will 
be moved to Marysville, Ohio (after 
July 1, 1925), 30 miles from Columbus, 
where a much larger and modern plant 
has been acquired. Additional machin- 
ery and other equipment will be in- 
stalled to increase capacity. 

The name has been changed to The 
Federal Brass & Mfg. Co., but there 
has been no change of personnel or of 
the organization. The Federal Brass 

Mfg. Co. specializes on hose cocks, 
gas cocks, stove and range cocks, mani- 
folds, air shutters and flexible lead and 
annealed brass and copper heater and 
range connectors, and a fine line of gas 
and electric fixtures. Scott Van Etten 
is secretary and general manager. 





New Radio Broadcasting Sta- 
tion Erected by Monarch 
Mfg. Co. 


The Monarch Mfg. Co., Council 
Bluffs, Iowa, and Toledo, Ohio, has 
just completed the erection of a new 
radio broadcasting station which will 


be known as station K-O-I-L and will | 


operate on 278 meters, and will be of 
the 500-watt type. The station is lo- 
cated at Council Bluffs. The com- 
pany manufactures Sunlight, Monarch, 
Slickery, Electric and Victory axle 
greases; Gold Medal cup grease and 
other Monarch lubrication products. 


Joseph J. Fial, Hardware 
Manager, Swan Creek Lumber 
and Supply 


Joseph J. Fialkowski has been ap- 
pointed manager of the hardware de- 
partment of the Swan Creek Lumber 
& Supply Co., Toledo, Ohio, distribu- 
tors of hardware, paint and carpen- 
ters’ tools. He has been with the com- 
pany since 1921 and recently has, with 
the permission of the court, changed 
his name to Joseph J. Fial. 


S. F. Fenn Is Honored by 
Poland Y. M. C. A. 


S. F. Fenn, vice-president and treas- 
urer of the Sherwin-Williams Com- 
pany, has just been presented with a 
very handsome testimonial portfolio by 
the board of directors of the Y 
C. A. in Krakow, Poland. The gift car- 
ries with it a diploma to honorary 
membership in the Polish Y. M. C. A. 

The presentation comes as a token 
of appreciation for the gift of $150,000 
by Mr. Fenn to erect the first building 
of the Y. M. C. A. in Poland. This is 
the first definite assignment made by 
the International Committee of the 












































Young Men’s Christian Association of 
New York from the half million dollar 


gift which Mr. Fenn gave to the com- | 


mittee last year. 

Mr. Fenn has been prominently ¢con- 
nected with the Y. M. C. A. practically 
all his life. He was president of the 
Cleveland association for over twenty- 
five years and is now honorary presi- 
dent. He has been a director of the 
Y. M. C. A. since 1868. In April he 
celebrated his eighty-first birthday. 


Harry B. Fowler Dead; Was 
Supt. Chandler & Farquhar 


Harry B. Fowler, who for the past 
fifteen years was_ superintendent, 
Chandler & Farquhar Co., Boston, died 
suddenly of heart trouble at his home 
in Brookline, Sunday evening, July 5. 
Mr. Fowler was born in Roslindale, 
Mass., fifty-one years ago. He spent 
much of his life in the hardware busi- 
ness and was well known and respected 
not only by those who were associated 
with him in business, but by the retail 
hardware trade and mill supply con- 
sumers in general. He spent several 
years in the United States Navy and 
his training there was more or less re- 
flected in his ideas of duty among em- 
ployees. He is survived by his wife. 


New Medallion Adopted by 
The Hoover Co. 


The Hoover Company of North Can- 
ton, Ohio, maker of the Suction Sweep- 
er, has adopted a new medallion. It 
symbolizes Electricity as the modern 
servant, and incorporates one of the 
company’s early slogans, “The Servant 
to the Home,” into the design. 

The medallion’s first appearance is 
in the form of a transparency on the 
doors and windows of Hoover dealers. 
Shortly the medallion will appear upon 
the product itself as well as upon the 
shipping cartons. It will also be the 
central design in the salesmen’s prize 
medals, and will be used on display 
cards, plaques, etc. 


L. and I. J. White Re-incor- 
porate in New York State 


The L. & I. J. White Co., Buffalo, N. 
Y., manufacturer of edge tools and 
machine knives, has reincorporated un- 
der the laws of the State of New York, 
it having been a New Jersey corpora- 
tion. No changes have been made in 
the officers or directors. 


Trade Literature Received 


Allith-Prouty Co., Danville,  IIl., 
hardware manufacturers, have issued 
catalog No. 91 covering door hardware 
for private and public garages, ware- 
houses and industrial buildings. 














The Multibestos Co., Walpole, Mass., 
has issued as a sales help a card giv- 
ing rates for relining cars and trucks. 























Minnesota Radio Men Plan 
Trade Tour 


Fifty members of the Northwest 
Radio Trade Association, an organiza- 
tion of manufacturers, jobbers,and re- 
tailers with offices in Minneapolis, 
Minn., are planning a tour through the 
Dakotas and northern Minnesota dur- 
ing the week of Aug. 22. Noonday 
meetings will be held at Duluth, Minn., 
Grand Forks and Fargo, N. D., and 
Aberdeen and Sioux Falls, S. D., in the 
order named, at which special speakers 
will discuss the selling problems of the 
radio dealer and give him advice on 
merchandising methods. 

Samples of new sets, loud speakers, 
batteries, parts and the like will be 
carried by the members on this trip so 
that a small radio show can be set up 
for the day in each city visited. Every 
dealer handling radio at retail in the 
Northwest has been invited to meet the 
tour at some point of the trip and at- 
tend the meetings planned. 





Catalog Supplement “A” Is- 
sued by Brainerd Mfg. Co. 


The Brainerd Mfg. Co., East Roch- 
ester, N. Y., has issued supplement A, 
which is to be used with their regular 
catalog. The supplement includes de- 
scriptions on three new assortments of 
tool chest hardware. The company 
manufactures brass, steel and bronze 
hardware. 





S. S. Rockwood, District Man- 
ager for Osborn Mfg. Co. 


S. S. Rockwood has been appointed 
district manager for the southeast dis- 
trict and will represent in that terri- 
tory the Household Brush Division of 
the Osborn Mfg. Co., Cleveland, Ohio, 
manufacturers of brushes for personal 
and household use. 





Broughton Now Sales Man- 
ager for Conlon Corporation 


H. D. Broughton has been appointed 
sales manager of the Conlon Corp., 
Chicago, Ill., manufacturer of Con- 
lon electric washing machines. Mr. 
Broughton’s headquarters will be at 
the offices of the corporation at 52d 
Avenue and 19th Street, Chicago. 





Clardy Now Sole Owner 
of Farmers Supply Co. 


C. W. Clardy has purchased from the 
heirs the interest of his late partner, 
James Sheely, with whom Mr. Clardy 
was in partnership at Anita, Iowa. The 
business was known as the Farmers 
Supply Co., but now operates as C. W. 
Clardy Hardware. 
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Postmaster General Concedes F orty Million 


Dollar Deficit 


New Postal Rates Reduce Rather Than Increase Revenues—New 


By W. L. Crounse 


Washington, July 20, 1925. 


admits that in spite of the increased rates of postage authorized 


‘ FTER considerable delay the Post Office Department now frankly 


by the postal salary increase bill and effective April 15 of the 
current year, revenues are running substantially behind expenditures, 
making it altogether probable that the postal deficit for the current 
fiscal year which began on July 1 will approximate, if it does not ex- 


ceed, $40,000,000. 


There is good reason to believe that this figure is 


exceedingly conservative and that, in default of additional legislation, 
on July 1 next there will be a shortage in the neighborhood of $75,- 


000,000. 


In making public the statistics of postal revenues for the month of 
June of this year Postmaster General New predicted the $40,000,000 
deficit, adding that this big difference between receipts and expenditures 
“ig due, of course, to the legislation passed by the last Congress affect- 


ing both pay and rates.” 


But why “of course’? 
Postmaster General and his experts 
prepared for Congress the schedule of 
increased postage rates now in force 
they expressed the unqualified opinion 
that the higher charges would produce 
a sufficient revenue to meet the cur- 
rent deficit plus the $68,000,000 in- 
crease in postal pay provided by the 
pending legislation. 

There is no way by which the Post 
Office Department officials can escape 
responsibility for the prospective de- 
ficit. President Coolidge had an- 
nounced that he would veto the postal 
salary increase bill unless it provided 
additional revenue to meet the pro- 
jected draft on the Treasury. 

The Postmaster General responded 
with a schedule “framed by experts” 
which was guaranteed to close the 
prospective gap. Up to date it has 
failed to do so and the officials of the 
Post Office Department are now obliged 
to admit that the predictions made by 
the publishers, shippers and _ other 
users of the mails that the increased 
rates would produce a deficit rather 
than a surplus were fully justified. 

It is made clear as sunlight that 
postal rates have been raised by Con- 
gress above the revenue point and that 
losses in income rather than gains must 
result from any further jacking-up. 


An Interesting Analysis 


The figures upon which the Post- 
master General bases his lugubrious 
prediction cover the postal revenues for 
June for the 50 largest cities of the 
Union. Although they show an ap- 
parent increase of 14.72 per cent over 





A frank statement surely! 


When the | 





the revenues for the corresponding 
month of 1924, a careful analysis fully 
justifies the conclusion that current 
postage and pay schedules spell a de- 
ficit constantly increasing as_ time 
passes. 

In giving out the June figures the 
Postmaster General said: 

“It is fair to state that June, 1924, 
with which comparison is made, was a 
very poor month and showed a loss of 
1.17 per cent in receipts from June, 
1923. In contemplating the increase 
this fact must be taken into considera- 
tion as well as the further fact that 
in June, 1925, there was one more 
business day than in June, 1924. 

“Therefore the increase of 14.72 per 
cent is to that extent abnormal. It is 
impossible to say what percentage of 
this increase is due to normal increases 
of business and what percentage of it 
is due to the new postal rates pre- 
scribed by the act of Feb. 28, 1925.” 


June, 1924, Was Abnormal 


The receipts for June, 1925, were 
$26,986,518, while those for June, 1924, 
were $23,523,748. The figures for 
June, 1924, however, showed a loss of 
a little more than one per cent as 
compared with those of 1923 and there- 
fore, as General New says, were ab- 
normal. Had they shown the custom- 
ary increase over 1923 the total would 
have been $24,935,173. 

June, 1925, included one more busi- 
ness day than the same month of 1924, 
and making allowance for this factor 
and figuring in the normal 5 per cent 
annual gain, the total for June, 1925, 


York Supreme Court Sustains Refusal to Sell Price Cutters 


| should have been $27,209,875 as against 





} 
of the story. 


an actual total of $26,986,518. Wa 
have, therefore, an actual loss of $223,- 
5o7 In revenues as compared with June, 
1924, 

But, of course, this is only a part 
We must consider two 


_ additional factors, namely, the actual 











current rate of deficit when the salary 
increase law was enacted and the effect 
of that law in still further widening 
the gap between receipts and expendi- 
tures. 


Old Rates Would Have Produced 
Surplus 


For the fiscal year ending June 30, 
1924, there was a deficit of approxi- 
mately $12,000,000, but at that time 
the prosperity of the country combined 
with the rational schedule of postal 
charges then in force was slowly in- 
creasing postal receipts as compared 
with expenditures, so that when the bill 
increasing postal rates and postal pay 
became effective on April 15, 1925, the 
deficit was but $5,000,000 with a pros- 
pect of an actual surplus of $3,000,000 
on June 30, 1925. Of course this sur- 
plus was never realized because of the 
provisions of the law which went into 
force on April 15. 

It is interesting at this juncture to 
note that when Congress insisted on 
raising, postal rates it had before it.a 
prediction by the Postmaster General 
that if the rate schedules were allowed 
to stand there would probably be a 
surplus of more than $30,000,000 per 
annum in the course of the next two 
years. If, therefore, the old rate 
schedule had remained in force Con- 
gress could have raised the postal pay 
$35,000,000 or $40,000,000 with little 
prospect of adding to the small.current 
deficit, and thus a large measure of 
relief could have been given to the 
postal workers without either adding 
to the burdens of the patrons of the 
postal service or to those of the tax- 
payers at large who must meet all 
postal deficits. 


Politics Responsible for Failure 


But the politicians on Capitol Hil! 
willed otherwise. They had posed so 
long as the friends of postal workers 
that they were unwilling to com- 
promise on two-thirds of a loaf and in- 
sisted on a whole one. 
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According to Postmaster Genera! | company. Charles Wesley Dunn, who | broad limitations stated and secure the 
New’s figures they must now face the | also figured as counsel in the Beechnut | legal integrity of the exercise of this 
disagreeable consequence of explaining | and Colgate cases and who represented right under the circumstances de- 
to all their constituents why they have | the defendants in this case, sums up | scribed. 
loaded them up with an annual burden | the decision as follows: | , é —— 
of $40,000,000 to be paid out of the ; 7 Price Maintenance No Criterion of 
general taxes in order that the postal Summary of Decision | Illegality 
workers might be “taken care of.” “This is an action under the New| “2, It establishes that such a refusal! 
Incidentally, they will have to explain York State ‘Donnelly Anti-trust Law’ | of sale to price cutters does not, per se 
why the increased burden on the directed to compel the Bard-Parker § jnvyolve an illegal agreement solely ie. 
patrons of the mails is producing less, Company, Inc., to sell its patented sur-  cayse the result may be a general 
rather than more, revenue. _gical knife to a surgical instrument observance of the suggested price. 

Plans were completed during the | dealer. The basis of the action was the | “3, It establishes the legality under 
past week by the joint post office com- _ company’s refusal to sell its knife to this law of the agency plan of price 
mittee representing the Senate and | said dealer for the reason, inter alia, maintenance in general, and the Bard- 


House for exhaustive hearings in vari- | that he was an unfair price cutter. Parker sales agency contract in par- 
ous parts of the country on the work- “The latter alleged that the com- | ticylar.” 
ings of the new postal rates. The com- pany and its officers in and by reason | It will be understood, of course, that 


mittee is charged with the responsi- | of such refusal had entered into a con- | the contract involved in this case did 
bility of framing a permanent law to | spiracy to monopolize and restrain not obligate the dealer to observe the 
take the place of the temporary statute | trade in its knife in violation of said manufacturer’s prices in selling mer- 
enacted by the last Congress. law. This allegation the New York | chandise to which the dealer held title. 
Will Seek Suggestions from All Classes ene heyy nee oe eee wn | Under the sales agents’ contract em- 
, . . — | founded in law, wherefore the action |ployed by the Bard-Parker Company, 
was dismissed. the dealers acted simply as agents for 


The committee is made up of three | ~“¢ | 
members of the Senate post office com- | Speaking for that court, Mr. Justice | the manufacturer, operating upon a 
mittee and three members of the House | Glennon succinctly said: system similar to that which has en- 
committee and is headed by Senator ‘The defendant company has a | en eet amma Ford to pry up so large 
Moses, Republican, New Hampshire. monopoly in its product granted | # business in the sale of flivvers. 

It will receive criticisms and sugges- by law and it has a perfect and 
tions from all classes affected. —— — right to deal — 

Hearings will begin in Washington | Whom, it chooses. . . . € | Alvan T. Simonds Announces 
July 20, after which the committee will | plaintiffs have failed to show the : 
be in Atlanta July 23, Philadelphia | Cxistence of any conspiracy in Economic Essay Contest 
July 28 to Aug. 1, New York City | yn ys Hagan 2 p< ane sages f 1925 

y < 2 in the evidence before me or 
Aug. » to 8, Boston Aug. 10 to 13, any fact which would support a , 
Augusta, Me., Aug. 14 and 15, Buf- finding that an agreement existed To encourage the study of economics, 
falo, N. Y., Aug. 17 and 18, Chicago between defendants and others to two prizes of $1,000 and $500 are of- 
Aug. 19 to 26 and St. Paul and Min- maintain a stipulated sales price.’ fered by Alvan t. Simonds, promnent 
atiie., deem Ot cil 2 of the Simonds Saw and Steel Company 
neapols, Agents’ Contracts Held Legal of Fitchburg, Mass., for the best two 


— » : © - 66 
“In the course of this action the eeutte ani Mio es ree 
number contending the first-class rates plaintiffs attacked the legality of the The contest is open to all residents 
are inequitable. Attention will be ‘uniform domestic sales agents’ con- of the United States and Canada. It 
given by the committee to the effect of tract’ under which the Bard-Parker is hoped that it will especially appeal 
the rates upon business, and it will _ Company, Inc., since and now merchan- [to business executives, assistants . 
ask newspaper publishers for their |4ises its products directly to the using business executives and students o 


: - business and commerce. 
— a regard to rates upon second- public. It was alleged that this con- Contestants, who are not well versed 
class matter. 


| tract is a cloak for and evidence of a in economics, are advised to study ele- 
Pressure is being brought upon the 


Many protests on the new rates have 
been received by the committee, a large | 


conspiracy in restraint of trade in vio- mentary works, dealing with funda- 
lation of said law. This allegation the mentals, and to read articles on eco- 


committee for meetings at Kansas City. | t ( 
Omaha, Denver, San Francisco and | Court also squarely denied. nomic subjects in newspapers and mag- 
other places west of the Mississippi “Justice Glennon said: azines. The essays may be entirely 
River | : original or may be based, in whole or 
Le — if — 1S in part, on books or articles. If the 
rei > «os perfectly legal. the company latter plan is followed, references to 
Important Price Protection Decision desires bo onl. ite product Monet ag A, eagle py Ne be given 
USINESS men interested in price to the consumer, it violates no in footnotes. ‘ 
| protection—and what el toa rule of law in attempting to do The essays must be at least 2500 
man is not?—will read with great So.’ words in length and —— not exceed 
roa iat ila : ; ; ' als 3500 ds. They must typewritten 
satisfaction an important decision of “This action is highly significant an sale ae of ie ouber only. 
the Supreme Court of the State of because: The prize winning essays, upon pay- 
New ¥ork which unqualifiedly estab- “1. It establishes that the New York | ment of the prizes, will become the 


lishes the principle that a manufac- State Anti-trust Law does not deprive | property of Alvan T. Simonds. Th» 
turer may refuse to sell to a price 4 trader of his common Jaw right free- | Judges will be announced later. They 
cutter and that the maintenance of ly to refuse the sale of his own product will be selected from experts in eco- 
such ¢ liev hi t j t rio- | 4, nomics. business, and related activities. 
Se oe ee ee eae sy aw, , | to anyone for any or no reason, and | Their decision must be accepted by all 
lation of State or Federal anti-trust for the particular reason that he does | concerned - final 
laws. h ted l 4 
not charge a suggested resale price, | The essays must reach the Contest 
The defendant in this case, the Bard- provided he acts independently in the | Editor, Simonds Saw and Steel Com- 
Parker Company, makers of surgical | course of a private business unaffected | pany, 470 Main Street, Fitchburg, 
instruments, were charged by Land- | by unlawful monopoly. This case takes | Mass., on or before Dec. 31, 1925. 
auer, a dealer, with violating the so- | its place beside the Colgate case. It is ——- 


called Donnelly law, a New York State | as to the New York State Anti-trust 
statute prohibiting conspiracies in re- | Law what that case is to the Federal Catalogs Are Requested 
straint of trade. The court in an | Anti-trust Law. Together they pre- L. B. Alexander, 105 South Pitt 


opinion written by Justice Glennon | serve the gveat right of a trader freely Street, Alexandria. Va., requests cata- 
found wholly in favor of the defendant to select his own customers within the ‘ogs on a general line of hardware. 
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Rural Trade Very Active— 
City Stores Quieter— 


Fall Hardware Outlook Good 


Hardware trade in the rural districts continues very 


active. 


Suburban sales are fair. 


City stores are experienc- 


ing some quietness but from all centers jobbers report 


current conditions as normal. 


Staple lines are being 


ordered in fill-in quantities and a few orders are being 


placed for spring goods. 


Basing their opinion on the fact that interest for futures 
is exceptionally good, the hardware trade at large predicts a 


good fall trade in general staple and fall merchandise. 


lections are fair. 


N. Y. Jobbers Advance Roof- 
ing and Clothes Wringers 


New York jobbers announce an ad- 
vance of 10 per cent on Universal 
clothes wringers. A sliding advance of 
from 5 to 15 per cent, according to 
grades, has been reported on roofing. 
Business in spring lines is only mod- 
erate. Jobbers are giving much atten- 
tion to futures. 


ee 


Northwest Trade Shows Im-. 


provement; Rural Dealers 
Increase Sales 


Trade in general over the Northwest 
sbows a very marked improvement. 
Dealers in the rural districts report an 
increase in the amount of business 
over that of last year of from 20 to 35 
per cent. The increase is not so great 
in the larger centers, and in some cases 
there has been reported less business 
than last year. With the present crop 
reports, this section of the country will 
enjoy a very good amount of business 
this fall and winter. 


Jobbing Trade Improving 
in Pittsburgh Area 


Moderate improvement has developed 
in the jobbing trade in the Pittsburgh 
district during the past week. On the 
whole, it is good for this season of the 
year. Some jobbers report that they 
have done more business so far in July 
of the present year than for any simi- 
lar period since 1920 with the most 
marked activity in building lines. 
While the usual mid-summer lull exists 
it is not so manifest as it was one year 
ago. The depression in the coal and 
coke industries continues to have an 
unfavorable effect on collections. 
slight changes have been made in the 
price list. Linseed oil has made a fur- 
ther decline of 2c. per gallon and now 





Only | 











Col- 


is quoted at $1.08 in barrel lots. Barbed 


wire has declined from llc. to 20c. per | 


80-rod spool, while sheet copper 


has | 


been advanced one-fourth of a cent per. 


pound. 


In addition to confirming the | 


old base price of $6 per 100-Ib., Pitts- | 


Lurgh, on 1-in. 
United States Chain & Forging Co. 
issued a price list effective July 8 which 
earries a set of extras for less than 
barrel lots of a size. This is the first 


'time in a decade such a list has been 


' issued. 





a 


CC ttt ttt 


still 


| 
| 
| 
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Wringers Cost More in the 
Boston Market 


As was intimated last week, wring- 


proof coil chain, the | 
‘doubled within the last thirty days, 


Hardware Business Is Normal 


in Cleveland Territory 


Hardware business in the Cleveland 
territory is about normal for the sum- 


mer season. Jobbers are booking a 
fair volume of business, mostly in 
staple goods. Retailers are keeping 


their stocks up but are not buying 


heavily as quick deliveries can be se- 


cured on practically all lines of mer 
chandise. Prices are firm on nearly 


all lines and few changes are reported. 


‘First Quarter Sales Increased 


71 Per Cent on India Tires 


The India Tire & Rubber Company, 


'Akron, Ohio, announce an increase of 


71 per cent for January, February, 
March and April of this year over the 
corresponding months of last year. 

While the- increase in dollars is 71 
per cent, the increase in units for the 
period is only 46 per cent. This indi- 
cates increasing demand for India tires 
of the large sizes for bus and com- 
mercial service. It is reported that on 
one of the heavy duty sizes the produc- 
tion of the India plant has been just 


eal 





' Window Glass Moving Well 


| of the 


! 


with Production Steady 


Window glass continues to move out 
manufacturers’ warehouses to 
those of the jobbers and distributors 
in an increased amount over any of 
the past weeks. Production continues 


. ‘ , ‘ 
ers have been advanced approximately | unchanged from that of a week ago. 


10 per cent in the Boston hardware 
market. Manufacturers of rubber hose 


have withdrawn prices and the impres- | ‘ 
sion in jobbing circles is that prices are | 
They cannot very well | 


to be higher. 
help being higher in view of the cost 
of crude rubber. The retail dealer who 
wants fraction window glass cut will 
have to pay double what he has in the 
past. Shellac, that is the large con 
tainers, is about 3 per cent cheaper. 





Chicago Business Is Good 
with Prices Very Firm 


Prices remained unusually firm this 
week, the only change being a sligh! 
drop in copper rivets. It is expected 
that steel sheets will take an advance 
in the near future, recovering from 
the decline of a week ago. 

Sales continue to show a very satis- 
factory volume, although there is some 
decrease in business on such items as 
lawn mowers and garden hose. Future 
orders for fall merchandise are being 
placed to a very slight extent but it is 
somewhat early to expect any 
great volume. 

Conditions in the steel industry are 
notably better than for the past few 
weeks and the volume of orders is 
steadily increasing. 














There were almost 10,000,000 boxes, 
each containing 50 ft. of glass, made 
luring the year 1924. Had the rate of 
production reached in the month of 
March this year been maintained 
throughout 1925, there would have been 
produced in the neighborhood of 13,- 
000,000 boxes. There occurred, how- 
ever a big decline in the production. 


|The hand plants that were turning out 


glass at the rate of 150,000 boxes in 
March have closed down. Several com- 
panies have encountered financial 
trouble and closed down all plants with 
the exception of two. The total cut 
in production will figure well up to a 
half million boxes per month from the 
quantity of glass made in the past 
March. 

It appears that in many locations the 
jobbers are doing fairly well, while in 
a couple of leading cities little, if any, 
profit has been made. 

In a large majority of instances, con- 
sidering both the producer and the dis- 
tributor, they have found, when bal- 
ancing their books at the end of the 
first half of this year, that the volume 
of business conducted exceeded that of 
the first half of 1924. The outlook is 
that the last six months of 1925 will 
see a larger volume of sales than were 
made in the first half. —National Glass 
Budget. 
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Optimism Prevailing in Middle West— 
Chicago Hardware Prices Are Steady 





(Chicage efice of Manpwaen Ace) of a volume of future orders covering the dealers’ 
S the season advances, the general feeling of needs for this fall. There is, however, some fu- 
optimism prevailing in the mid-west area ture business being placed. The sale of some 
seems to expand. While there is no boom items of summer merchandise, such as lawn 
on, sales, both wholesale and retail, are com- mowers and garden hose, is beginning to show a 
fortably good and are ny vor gy ilogae a seasonable dropping off. 
ably ahead of last year for the first six months The building materials demand, including 
. b 
period. builders’ hardw: is as acti 
: ; are, iS as active as ever and there 
Prices this week are remarkably firm, the only se a: sie omealine of mat dawenitn tale incued 
° . . ° ° ~ Ss 4 a nw + 
exception being a slight decline in copper rivets. . ows oe yp 1g issue 
The situation in the steel industry in this district 


Jobbers are becoming rather reconciled to the , 
retailers’ hand to mouth buying which has been is brightening up, orders are increasing and 


prevalent for the last three years and conse- there is some talk of a recovery of steel sheet 
quently are not worrying over the present lack prices in the near future. 
Battery Chargers.—Anco line, in 


AUTOMOBILE ACCESSORIES.— CHAIN.—Prices remain unchanged. | ges ggg gy ange 
: . a . oe s Ss é : Oe ach, rt. 
The demand is seasonably heavy. Prices The demand is fairly good. Tubes.—Cunningham and R. C. A. 





























are firm. We quote from jobbers’ stocks, $3 list. Discount 25 per cent. 
. f.o.b. Chicago: %-in. proof coil chain, Loud Speakers.—Western [Electric 

We quote from jobbers’ stos ks, $8.50 per 100 Ib. Tenso, Bull Dog No. 522W, $9.50 list. Discount 30 

f.o.b. Chicago: — , and Brown coil chains, 50-10 per | per cent. 

| Spark ag grees ge = ee Oe | FIELD FENCE.—The demand is all 

op ar. 5 _ @F€ : ‘ ) . & oc. t . 4 CS, de.10 > Z. © ° 

each: Champion Blue Box line, 53c. | that can be expected at this time of the 

each; A. C. Titan, S8e. each; lots, ot COPPER RIVETS AND BURRS.—_ year. Prices are firm. 

on” abe, A. C. Special Ford, ae _ Prices slightly reduced. Sales are very | We quote from jobbers’ stocks, 

—e , , ee | good. f.o.b. Chicago: 726-6-12%, $29.02 per 

Spot Lights.—Anderson, No. #250, & - a . 100 rods; 1948-6-1444, $44.08 per LOU 
$6.50. We quote from jobbers stocks, rods. 

ow “lectric (Ford), $4 f.o.b. Chicago: Copper rivets and ani — — 

uw KE. A, Electri (Fore | burrs, 45 per cent discount. FISHING TACKLE.—Dealers report 
aa | sales for large variety of tackle and 

Jacks,—Ajax No. 6 = 9c. each; AIN PIPE CLEANER — e ig | “es Spee! y 
National Standard No. 21, $1.20 each. mp Pe year scl 7. | higher priced rods and reels. 

uy ; ; . eT < : < . i 2S > ; < a. | ‘ ~ 4 

“ee Rose, 1%-in. = cylinder, is Geen chia diieniet almulin FILES.—There is a good demand. 

op a ee eo tab Chirac: | | | Prices are firm. 

991, per cent discount; >») pair lots Mconomy Plumber drain pipe We quote from jobbers’ stocks, 

40 per cent discount. cleaner, in_1 Ib. net cans, in lots of f.o.b. Chicago: American files, 60-10 

39 31 over- % doz, $2.70 per doz.; in lots of 6 | per cent off list; Nicholson files, 50 
ee ae 15 Paes re saint doz., $2.60 per doz., and in 12 doz. per cent off list; Black Diamond files, 
cord, $7.80 each: gray inner tubes. lots, $2.50) por age ie] 40-10-5 per cent off list. 

°°) x 3% ‘ ed inner tubes. Same, in 2 Ib, net weight cans, In | a; ANT, — 

4 : “a2? $1.65 — red inner tube lots of 2 doz., $4.90 per doz.; in lots GALVANIZED WARE. The usual 

oe —_— of 6 doz., $4.70 per doz., and in lots _ vacation demand is on for pails for 
AXES.—Sales are experiencing the of 12 aes. ase per oor. — | camps, resorts, and with dealers taking 

» . re — » & oreel cles lr, | 
usual summer lull. Prices are firm. in | te. wet Welntt caus, $6 por den. | “Og jobbers’ low prices. , 
We quote from jobbers’ stocks, in lots of 2 doz. | ; We quote from jobbers’ stocks, 
fob. Chicago: First quality single Hercules boiler liquid, in 1 qt. can, | f.o.b. Chicago: Standard galvanized 

hitted unhandled axes. 3 to 4 Ib., $14 $3 each: in 1's doz. lots, $2.50 each; after made tubs, - No. 1, $5.85; No. 2, 

doz. base; double bitted, $19 doz. in 1 doz. lots, $2.25 each. | $6.60; No. 3, $7.75; 10-qt. galvanized 

base; good quality black unhandled Same in 2-8 ral. cans, $5 ¢ach: ™% after made pails, $2; 12-qt., $2.20: 
axes, same weight, single bitted, $13 doz. lots, $4.75 e ach. and in gal. 14-qt., $2.50; o-gal. galvanized oil 
doz. base; single bitted handled axes, cans, $9 e ach. cans, galvanized breasts, $7.50 doz.; 

G15 50 te 9 er doz.. according to 1,-bu. galvanized after made _ bas- 

$15.50 to $24 per doz., a rding | ial aati — , i lle teie + Sm -3 eel 

quality and grade of handle; special EAVES TROUGH AND CONDUCTOR a J meng. rips pga one on 

. . ' . awac » “, J _ . » . Do. do Z.5 jy 4 ¢ T¢ > as- 
ee handled axes, $12 per _PIPE.—There is a fair demand. Prices eg $8.75 Pty Falivanize aS 
doz. base. is wo : 

, are unchanged. GARDEN H if 

: . — , | x mr OSE AND LAWN SPRIN- 

BOLTS AND NUTS.—tThere is a good We quote from jobbers’ stocks, | KLERS.—Sales on hose on letti 

; cet Se . , ni | a. e 1etting up, 
le « nd and rices are unchan ed f.o.b. Chic ago: Single bead lap jyotint 
aema p . £ , rutter, 5-in., $4.50 per 100 ft.: corru- due to the cooler weather and the fact 

. We quote from jobbers’ atocks, gated conductor pipe, 3 in., $4.75 per that we have had some rains, and also 

.o.b. 11cago: ‘arriage bolts, cu -» Plain riage roli, ®-1n., > ’ 

thread, 50 per aan discount; small per 100 ft.; corrugated conductor el- because the big selling season is past. 

carriage bolts, rolled thread, 20-10 bows, 3-in., $1.36 doz. We Segue inclined 4 believe jobbers’ 

per cent discount; machine bolts, cut . : : stocks are pretty well cleaned u 

thread, 50-10 per cent discount; ELEC! RICAL AND RADIO MER- » y P. 

small machine bolts, rolled thread . if _ \ ; . We quote from jobbers’ stocks, 

small machine sits, ‘ ad, CHANDISE.—Sales are increasingly f.o.b. Chicago: Garden hos 200 

50-10-5 per cent discount; all stove . . . + ° a ae d 

bolts, %-5 per cent discount: lag good on electrical merchandise. Prices —"a’. molded —, a-In., —— 

et a agli Snr . . er %-in., 13c. per .> o-ply, 
screws, 60 per cent discount. are — ; .. good quality, wrapped, %-in., 10c. 

. wa , x » quote rom jobbers’ stocks : -in. 2c > ° - , 
BUILDERS’ HARDWARE.—Sales are] = f.o.b. Chicago: tg Rag Mh ESR 2 
reported as “bigger than ever.” Prices Electrical Merchandise.—No. 14 per ft.; %-in., 14c. per ft.; 5-ply, 
hold firm. rubber-covered wire, $7.20 per 1000 good quality, wrapped, %-in., 9c. 

: . ft.; in 1000-ft. lots, $6,95; No. 18 per ft.; %-in., Ile. per ft. Lawn 
We quote from jobbers’ stocks, lamp cord, $13.64 per 1000 ft.: in sprinklers, Rain King, $28 doz.;: 

f.o.b. Chicago: 2% x 3% steel butts, 1000-ft. lots, $13; %-in. brush brass original fountain sprinkler, $8 doz.: 

a et ee - ~ ae and gy — key sockets, 18c. each: two-way tNainbow, 38-in. high, $24 doz. 

inish, $2./6 per doz. pair, x stee plugs,, 60c. each; in lots of 10, 49\%e. y 

butts, old copper and dull brass each; one-piece attachment ’ plues. GLASS AND PUTTY.—Sales are very 

a gg ; sat Ro Mla’ pair; 7 _ me: two-piece attachment brisk. Prices unchanged. 

stee eve side sets, case lots, plugs, 12c. each; dry cells, boxe: ; , - 

$6.75 per ~—s. steel bit-keyed front | 50, 30%c. each; less than Be se yp PP ig a “aes nee 

door sets, 1.75 per set; wrought 34c. each. . 2c.in. bracket. “tan oe tec a 

brass bit-keyed front door sets, $3.25 | Radio Supplies.—Radio B batteries, cee wWaaeeentiac” -" —" Duets - oy 

i. poe — front door sets, | a 766, $1.40 each; No. 767, $2.62 bracket, 86 per cent discount: single 

(1.09 | set. eac Strength A, all other brackets, 85 per 
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cent discount; double strength A, all 

sizes, 86 per cent discount; double 

strength B, S7 per cent discount. 

Putty, pure grades, $3.75 per 100 Ib.; 

commercial, $3.40 per 100 Ib. 
HATCHETS.—tThere is a good demand 
and prices are steady. 


We quote from jobbers’ 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—Sales are in 
good volume and prices are firm. 
We quote from jobbers’ _ stocks, 





stocks, 


f.o.b. Chicago: Vaughn-Bushnell, 16- 
oz. nail hammers, $10.50 doz.; Stan- 
ley, $10.50 per doz.; Maydole, $12.60 
per doz.; other makes, 16-0z. machin- 
ist hammers, $7.85 doz. and 16-02. 
nail hammers, $6 doz. 

HANDLES, AGRICULTURAL. — No 


change in prices. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: 
Hay Fork WHandies. — Straight, 


best grade, 4%- 


chucked and bored, 
$5.50 doz.; XX, 


ft., $4.50 doz.; 5-ft., 

41%-ft., $4 doz.; 5-ft., $4.80 doz.: X, 

41,-ft., $2.40 doz.; 5- ft., $2.80 doz. 
Hay Fork Handles.—Be nt, chucked 


and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, bent, with 
strap, ferrule and cap, 4-ft., $5.50 
doz.; 4%-ft., $5.75 doz.; XX, bent, 
41,-ft., reo doz.; 5-ft., $5.50 doz.; 
X, bent, 4%-ft., $3 doz.; 5-ft., $3.40 
doz. 

Manure Fork Handles.—Bent, best 
grade, 4-ft., $4.75 doz., 4%-ft., $5.10 
doz.; XX, bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; X, bent, 4-ft., $2.60 


doz.; 4%-ft., $2.95 doz. 
Garden Hoe Handles.—XX, 41-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 
Garden Rake Handies—.XX 514-ft., 
ft., $5.25 doz.; X, 5%-ft., $3.25 doz. 
Shovel Handiles.—Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D handle, best grade, 
; X grade, $6 doz. 
Spade WHandies.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—Sales are holding 
up well and prices are remarkably firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handles.—No. 1 hickory, $4 
doz. ; No. 2, $3 doz.; second growth 
hickory, $5 doz.:; finest selected sec- 
ond growth hickory, $6 doz. 

_ Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 

HINGES.—There is a good steady de- 
mand. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66: 
6-in., $2.08; 8-in., $3.56; 10-in., $5.10 
per doz. pair. 

ICE CREAM FREEZERS.—tThe sales 
are good. No price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago White Mountain 1- 
qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6.75 list; 4-qt., $8.25 list; 6-at., 
$10.45 list; 8-qt., $13.50 list; 10-qt., 
$18 list; 15-at., 


12-qt., $21.55 list; 
Bi 


$25.60 list; 20-qt., $33.20 list; 25-qt., 
$42.60 list; Arctic, 1- -at $4 list; 2-qt., 
$4.60 list; 3-qt., $5.55 list; 4-qt., $6.80 
list; 6-qt., $8.60 list; 8-qt., $11. 10 list. 


All the 
count. 


LAWN MOWERS.—The demand is de- 

creasing slightly. 

We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, ll-in. wheels, $12.35 each: 
16-in. ball bearing, 4-knife, 10% -in’ 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 1014 - -in. wheels, $8.65 
each; 16-in. ball bearings, 4-knife, 
%-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.: 
each; 16-in. ball bearing, Pha og 
&-in. wheels, $8 each; 16-in. plain 
a, 3-knife, 8-in. wheels, $5.85 
each. 


above less 50 per cent dis- 


stocks, 





Sales volume good. 


PAINTS AND OILS.— 
and there is no change in prices this 
week. 


PY REX WARE.— 
time of the year. 


ROLLER 


No price changes. 
somewhat slow. Prices unchanged. 





HARDWARE AGE 


NAILS.—The demand is fairly good. 
Prices are unchanged. 


from jobbers’ stocks, 
Common wire nails, 
cemented coated, 


We quote 
f.o.b. Chicago 
$3.15 per keg base; 


$2.25 per keg base. The extra for 

galvanized nails is now $2 for l-in. 
co longer, $2.25 for shorter than 
l-in. 


OIL STOVES.—There is a good steady | 
demand. Prices remain unchanged. | 


from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
o-burner, $22 each list; 4-burner, 
$28 each list; new Improved Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list; Seneriex 2-burner, $45 each list: 
4-burner, $58.50 each list. All sub- 
ject to 30 per cent discount. Lots 
of ten or more are subject to 30-5 
per cent discount. Nesco Oil Cook 
Stoves, No. 211, 1-burner, $9.50 each 
list; No. 212, 2-burner, "$17.35 each 
list; No. 213 '3-burner, 322 each list; 
No. 214, 4- burner, $28 each list; No. 
215, 5-burner, $39.50 each list; No. 


We quote 


1102 High Shelf only, $5.25 each 
list: No. 11038 High Shelf only, $6.50 


each list; No. 1104, High Shelf only, 
$8 each list; No. 1105 High Shelf 
$9.75 each list. Rockweave 
wicks, 25c. each. Nesco Ovens, No. 
5, 1- burner, Solid Door, $2.10 each 
list; No. 5, 1-burner, Glass Door, 
each list: No. 010, 1-burner, 
Solid ae $4.15 each list: No. 10, 
1-burner, Glass Door, $4.40 each list; 
No. 020, 2-burner, Solid Door, $5.15 
each list; No. 20, 2Z-burner, Glass 
poanenl $5.40 each list: No. 030, 2- 
burner, Solid Door, $5. 40 each list; 
No. 30, 2-burner, Glass Door, 
each list; Nesco water heaters, $45 
each list. All subject to 30-5 per 
cent discount. 


The manufacturers of Nesco Oil 
Cook Stoves have four zone _ price 
lists, varying according to the freight 
rates. The above prices are effec- 


tive in Zone 1. 
Sales are active 


We quote from jobbers’ stocks, 


f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, $1.12 
per gal.; 5-barrel lots, $1.07 per gal. 
Linseed Oi! .—RBoiled, barrel lots, 


$1.15 per gal.; 5-barrel lots, $1.10 per 


gal. 

| heaeaneanamiondiiiameaatia lots, $1.11 per 
gal. 

Denatured Alcohol.—Barrel lots, 
o8c. per gal.; steel drum, extra, $6 
returnable. 

White Lead.- ~100- “Ib. kegs, $15.25; 
b0-lb. kegs, $7.75; 25-lb. kegs, $3.90; 
1214 -)b. kegs. $2. 

Dry Paste.—-Barrel lots, 7'4c. per 


lb. 
Shellac.—(414-lb. goods), white, 
$4.25 per gal.; orange, $4.05 per gal. 
English Venetian Red.—In barrels, 
3.00 to $6.75 per 100 Ib. 


Sales fair for this 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 
No. 214, $12 doz. 

Casseroles.—-Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 

Casseroles.—Oval, No. 198, $12 
doz.; No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.: No. 
203, $7.20 doz.: No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.: 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


SK ATES.—The 


212, 7.20 doz.; 


= 
N 


demand 


jobbers’ stocks, 
Union roller skates, 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


We quote from 


f.o.b. Chicago: 


ROOFING AND PAPER.—There is a 
strong active demand and prices are 
firm. 


from 
Best grade 


jobbers’ stocks, 


We quote 
slate sur- 


f.o.b. Chicago: 











| 


| 
| 
| 
| 
| 


'SASH CORD.—Sales are 
' good and prices remain unchanged. 


SASH PULLEYS.—NSales are 





SCREWS.—The 


prices are unchanged. 











a9 


faced prepared roofing, $2.30 per 
square; best grade tale surfaced, 
$2.65 per square; medium tale sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 per square; red rosin 


sheathing, $57 per ton. 


ROPE.—The demand is quite strong. 
Prices show no change. 


stocks, 


We quote from jobbers’ 
f.o.b. Chicago: No. 1 manila standard 
brands, 24%ec. to 26%c. per Ib.; No. 


2 manila, 23l%c. per lb. : No. 1 sisal, 
171%4c. per Ilb.; No. 2 sisal, 164c. per 
lb. 

reasonably 


from jobbers’ stocks, 
Chicago: No. 7 4=standard 
$9.55 per doz. hanks; No. §, 


hanks. 


We quote 
f.o.b. 
brands, 
$11 per doz. 


good and 


prices are firm. 


from jobbers’ stocks, 
Common sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, S2c. doz.; 
barrels, 48c. doz. 


demand is 


We quote 
f.o.b. Chicago: 


fair and 


from jobbers’ stocks, 
Flat head, bright 
cent new Iist; 


We quote 
f.o.b. Chicago: 
screws, 78-10 per 
round head blued, 76-10 w cent new 
list: flat head brass, 76-5 per cent 
new list: round head henen, 74-5 per 
cent new. list; japanned, 72-10 per 
cent new list. 


SCREEN DOORS AND WINDOW 
SCREENS.—The season is practically 
over. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Screen Doors.—No. 266, 2-8 xX 6-5, 
$22.80 doz.; No. 296, 2-8 x 6- 8, $27 
doz.: No. 811, 2-8 x 6-8, $32.10 doz. 

Window Screens.—No. 1833, $4.94 


doz.; No. 2433, $6 doz. 


SOLDER AND BABBITT METAL.— 
There is a strong demand and prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-00 
solder, $38 per 100 lb.; medium, 45-59 
solder, $37 per 100 lb.; tinners’ 40-60 
solder, $36 per 100 lb.; high speed 
babbitt metal, $20 per 100 lb.; stand- 
ard No. 4 babbitt metal, $13 per 100 
Ib. 


STEEL SHEETS.—Sales are fair and 
prices show no further change. 


from jobbers’ stocks, 
f.o.b. Chieago: 28-gage galvanized 
sheets, $5 per 100 lb.; 28-gage black 
sheets, $4 per 100 Ib. 


We quote 





WIRE GOODS good 
and prices are firm. | 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 Ib.; No. 9 gal- 


vanized plain wire, $3.50 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 lb.; 80-rod 
spool galvanized hog wire, $3.34 per 
spool. Polished fence staples, $3.60 
per 100 1lb.; 12-mesh black wire cloth, 
$1.90 per 100 sq. ft.; 12-mesh gal- 
vanized wire cloth, $2.20 per 100 sq. 
ft.: 14-mesh bronze wire cloth, $6.25 
per 100 sq. ft.; galvanized poultry 
netting, 55-5 per cent discount; gal- 
vanized after poultry netting, 50-5 
per cent discount. 


WRENCHES.—tThere is a satisfactory 


volume of sales. Prices show no 
change. 
We quote from jobbers’ stocks, 


Agricultural wrenches, 
discount; Coes’ 
cent discount; 
50-10 per cent 
Stillson, 70 per 


f.o.b. Chicago: 
60-10 per cent 
wrenches, 40-10 per 
engineers’ wrenches, 
discount off new list; 


cent discount; Trimo, 65-10 per cent 
discount. 
Snap-On Wrenches. — Radio and 


electrical set, $4; No. 101 Master Ser- 
vice Set, $15.25; No. 202 Heavy Set, 
$8.80; No. 303 Ford Master Service 
Set, $14.55; No. 404 Universal Socket 
Set, $8.75: No. 505B Screw Driver 
Set, $3.40; No. 900 Square Socket 
Set, $3.70. All Snap-On Wrenches 
less 40 per cent. 
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HARDWARE AGE 


July 23, 1925 


Pittsburgh Jobbers Maintaining Complete 
Stocks—Business Volume Better Last Week 


(Pittsburgh oftice of HARDWARE AGE) 
BETTER volume of business has developed 
during the past week in the jobbing trade. 
For this season of the year conditions on 
the whole are satisfactory and show an improve- 
ment of a substantial character over a correspond- 
ing period one year ago. Some jobbers report that 
they have déne more business so far in the cur- 
rent month than they have done during a similar 
period since 1920. The most marked activity 
is in building lines. Incident to the usual mid- 
summer lull salesmen are getting ready to leave 
on their vacations but the let-up in demand has 
not been so great as had been expected. While 
collections continue to be rather poor, the princi- 
pal cause is attributed to the depression in coal 
and coke and it is believed that when these lines 
become active the situation as to accounts will be- 
come considerably more satisfactory. 

Kiffective the latter part of last week a few 
relatively unimportant price changes went into 
effect. Making a decline of 2c. per gallon, linseed 
oll now is quoted at $1.08 in barrel lots. De- 
creases ranging from llc. to 20c. per 80-rod spool 
have been made in barbed wire while the recent 


increase in the price of electrolytic copper has 
been reflected through an advance of one-fourth 
of a cent per pound in sheet copper. The United 
States Chain & Forging Co. issued a price list ef- 
fective July 8, which in addition to confirming 
the old price of $6 per 100-lb. Pittsburgh, on 1-in. 
proof coil chain, carries a set of extras for less 
than barrel lots of a size. This is the first time 
in ten years that this class of extras has been 
issued. The extras range from $1 per package to 
25e. per 100 lb., depending on the quantities. 

Jobbers are carefully avoiding the piling up of 
inventories, but at the same time are maintain- 
ing complete stocks. Demand covers a widespread 
range and is rather well balanced. The market 
for lead, oil, paint and turpentine is moderately 
fair, while demand for both window glass and 
plate glass is good and a moderate amount of con- 
tracting is being done for both grades. Activity 
in farm and garden tools also continues to be 
good. It is a rather remarkable fact, however, 
that demand for automobile accessories is excep- 
tionally quiet. Ordinarily this line is quite active 
at this season of the year and the reason for the 
dullness is rather perplexing. 


ACCESSORTIES.—The 


, 
Is 


AUTOMOBILE 
market for automobile 
dull, an unusual thing for this season 
of the year and the situation ‘s puz- 


accessories 


zling to jobbers. Quotations remain 
unchanyed., 

Prices from jobbe rs’ stocks fob 
Pittsburgh, follow: 

Spark Plugs.—A. (. plugs, lots of 
less than 10, 65e. each: lots of 10 to 
19, 58ec.: lots of 50 to 99, 55e.: lots of 
10 to 200, 57e.: lots of 300 or more. 
tic.; A. C. plugs, No. 1075, for Ford 
cars, lots of less than 10, 49e.:; lots 
f 10 to 49, 44c.: lots of 50 ta 9, 
e.: lots of 100 to 200. 39e.: lots of 
300 or more, 37c. 

Motor Meters.—-Standard makes, 
lots of less than 10, 25 per cent off 


list; lots of 10 to 19, 30 per cent off 





chain carried 


i>) per cent off list: stove bolts, 75 
per cent off list: tire bolts, 40 and 
I} per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. o list: 
and ot. blank or tapped, 
‘ist: rivets, small wagon and tinner’s, 
i) per cent off list. 


} 
! 
| 


GARDEN HOSE.— Further activity 
has developed in the market for gar- 
den hose, a line that has been lively 
since spring and the matter of keeping 
up stocks is proving rather difficult for 
some jobbers. 


CHAIN .—FEffective July 8. the United ss hi — 
“tates Chain & Forging Co. issued a | Sees ana om 7: agg 
price list which, in addition to con- | to 10¢.: % in., 10%c. to 11¢c.; Gem 
firming the old base price of $6 per Spray nozzles, $6.80 a doz. 


100-lb. Pittsburgh, on 1-in. proof coil 
a list of extras for less 
than barrel lots of a size. This is the 
first time in 10 years that such a list 











KEGS (WOODEN).—The market for 
wooden kegs is expanding and 1s ex- 
pected to reach good sized proportions 


_by reason of the prospects for the fruit 


White 





has been issued. The extras on the | crop. | 
grades affected are: Less than 500-lb. pote pig chine 1 
‘ 9Q- . Oak ak dArre< 
to 300-lb. PDC. per 100 lb.: less than | rn vallon as 1: $1 ‘en 2 3h 
| 200-lIb. to 200-lb. 50c. per 100 \Ib.: less 10 gallon 155 1.70 » =) 
than 200-lb. flat charge of $1 per pack- | 15 gallon 1.80 2 3.00 
age 20 gallon .... 2.00 2.24) 3.50 
_ ° ; r v,ow N. 4 » > P > > ° ~9 ” 
only exists for conductor pipe. | oe vod t — ee oS pes 
We quote out of Pittsburgh ware- wwe ay Sew 
houses: | Prices out of jobbers’ stocks fol 
Gialvanized sheet steel pine, No 28 low: Security line: (Sunken covers) 
Page, &-in., $4.75 ner 100 ft.: copner Cleveland, No. 620, $3.60 each; No 
pine, 2 to 5S-in.. 16-02z.. 32 per cent jan. @ 15; No. 740, $4.50: Tiger, No 
off list on direct mill shipments and | 620. $3.20; No. 632, $4.10; No. 640 
28 ner cent off list out of jobbers’ $4.45: No. 732, $4.20: No. 740, $4.50: 
stocks. Ohio, No. 620, $2.80; No. 632, $3.30: 
No. 640, $3.40: No. 732, $5.45. 


ELECTRIC FANS.-—Good demand still 


' is being made for electric fans. Prices 


list; lots of 20 or more, 37 per cent 
off list 
Horns.—Spartons, single lots, 33! 
per cent off list: $60 list and ove 
it per cent off list: $90 list and over. 
ft oand o off list. 
Windshield Cleaners.—Trico, uni- 
versal automatic cleaners. $3.25 ench 
Jacks.—Millers Falls, No. 145. $3.77 
each 
Pumps.—-Anthony line, $2.20 eaelh 
AWNING HARDWARE. Fair de- 
mand continues to be made for this 
line. 
Totrbs rs quote 
live ends, 1. in., $5 per 100: 4, in, 
$8; clamps, %% in... $6.50 pet 2 A 
in., $8; hinges, $3.50 per 100 


BOLTS, NUTS AND 
market for bolts. nuts and rivets 
quiet but prices are unchanged. Manu- 
facturers report that operations are 
about 60 per cent of capacity. 
We quote out of jobbers’ stoaks as 
flows: 
Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list: car- 
riage bolts, small rolled threads, 50 
per cent off list: all sizes cut threads, 


IS 


RIVETS.—The 





OIL STOVES AND OVENS.—A some- 
what better demand has develoned for 


are unchanged. ; ned | 
| Jobbers anote the ftmerson. line. ) ol stoves and ovens but it still is of 
oO : $5 eac 2) To 5 ; 4 
aa a, ee eo only a mild character. 
GARBAGE PAILS AND CANS. —The Bn lig gm ah 
. Pittsburgh, a diseount of 30 and 5 
market for garbage pails and cans ner cent off these prices: 
continues to be satisfactory. | LIST PRICES 
Security Line Ash Cans.—No. 1, Nesco oil cook stoves. 
$2.80; No. 2, $3.25: No. 3. $3.85; No. 211 1 Burner Pere Tere f 
Garbage Cans, No. 10, $2.05: Garbace No. 212 2 Burners...... vente Sue 
Pails, No. 7. $1.50; No. 8, $1.60; No. 213 3 Burners , 22.00 
No. 9. $1.90: Kevstone Garbage Cans, No. 214 4 Burners 28.00 
No. 11. $1.70: No. 12, $1.95; No. 13, ioe dacaiai 
$2.25; Security Rubbish Cans, No. 239, 
$4 25. (Continued on page 64) 
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The Permanent Wire 


Father Time is a rather merciless old fellow. He is ever present, 
with his scythe in hand, trying to destroy everything everywhere. 
Eventually he succeeds. It is only a matter of time with him. 
But he encounters a stubborn resistance when he runs up against 
“Golden Rod Bronze.” It does not yield to his devastating 
forces so readily. 


Because of its strength and permanence, Hardware Dealers 
from coast to coast are having unusual success with “Golden 
Rod Bronze.” Your customers will appreciate its added value. 
With 90% copper and 10% alloy, it is as rust-proof as copper 
and has far more tensile strength. Not affected by salt air, acid 
or gases. With ordinary care it will last the life of the building. 
It is guaranteed to satisfy. 


We also manufacture “Apex Galvanized Electroplated” and 

*Vulean Black Painted” to take care of your needs for a lower 
priced quality wire screen cloth. 

Ask Your Jobber for Catalog and Prices | 

or Write Us ‘ 


JOHN M. HART COMPANY 


Manager of Sales 
Old Colony Building, Chicago, Illinois 


HANOVER WIRE CLOTH CO. 


Manufacturers, Hanover, Pa. 
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Staple Merchandise Moving Well 


in Cleveland Market—Prices Firm 


(Cleveland office of HARDWARE AGE) FURNACE PIPE AND ELBOWS.— 
These items are quiet, as a large part 


ARDWARE business in the Cleveland terri- | 
of the fall buying is over. 


tory is holding up to its recent volume. 
‘ies . ' , Cleveland jobbers quote furnace 
some falling off in sales was noticed around | = and elbows at 40 per cent off 
° st. 
the first of the month, but no further tapering off ‘ icieniiiadienes ei i a . 
° ai " - 7 . . , < : S Awd 4 ‘4 — = eman 
in business is reported. On the whole, business iy sieuiie-anel Geen tees baen tie Seseds 
is about normal for the mid-summer season. change in prices. 
Staple merchandise continues to move fairly well. | Jobbers quote f.o.b. Cleveland: 
: ° | 1-bu. alvanized baskets, corru- 
Retailers are buying what they need but are not ae EE, cae es Eee mee 
. : ralxy ; iwity 7 with rope handles, $20 per doz.; pails, 
stocking heavily. There is not much activity in | With rope handles, $20 ‘per doz.; pails, 
seasonal merchandise for the fall as most of this | per dor; 14-at., $2.90 per doz.; 16- 
has been placed except that which comes from | jc Riaestnin ens Ey 
bee “ lof A . +7) ahout the ti |GLASS BAKING WARE.—This has 
retailers who defer buying until a out e ime _been moving rather slowly but has 
the consumer demand starts. There is fair de- | picked up as retailers are beginning to 
mand for builders’ hardware and the call for place fall orders. 
. d h a —- | Automo- Jobbers quote f.o.b. Cleveland: 
plumbers brass gooas SNOws a revival. ; Casseroles, round or oval, 1-at., 
. : ; ; r. $1.17; 2-qt., $1.33; 2%-qt.. $1.66: 
bile accessories and camping equipment are mov | square, $1.50; casserole with fancy 


covers, 35c. higher. 

Pie Plates, 8-in., 50c.; 9-in., 6@c.; 
10-in., 67¢. 

Bread Pans, No. 212, 60c.; No. 214, 


ing well, but tire sales have slumped since the 
last price advance. Business is somewhat irregu- 
lar with retail dealers, some reporting a good 


; Sle. 
volume and others finding sales rather slow. Utility_Dishes, No. 231, 67c.; No. 
The price situation shows very little change, | 282, $1.17. ; 
: . ° | Tea Pots, 2 cups, $1.67; 4 cups, 
the most important of which are reductions on | $2; 6 cup, $2.33. . 


_HANDLES.— Axe and mechanics’ tool 


rope and wood screws. 
handles are in fair demand, but the 


Collections show an improvement and are very 
atinlack seasonal business in agricultural tool 
satisfactory. handles is about over. Prices are un- 

changed. 


AUTOMOBILE TIRES AND ACCES- | BINDER TWINE.—While the heavy | Jobbers quote f.0.b, Cleveland: 
SORIES.—Sales of tires and tubes were | buying is over, jobbers are still taking | Axe Handles.—No. 1 hickory, $4.25 
| 





- “ ° ° . “ee ° y 9 9 ¢ = ° 
very heavy before the last price ad- | a fair amount of business in twine for per doz.; No. 2, $2.90 per doz.; finest 


, : ; ‘ selected white hickorv. $6 per doz.; 
vance early in July, but dealers are _ binding oats and tying corn. special white second growth hickory, 


$5 per doz. 





now stocked up in fairly good shape | Jobbers quote f.o.b. Cleveland: 
and business has been rather slow | a ee See oe ny Hatchet and Hammer Handles.— 
since the ap Papo rene | $6.61, per bale. The mill price | hickory, $1.50. — a 
are moving 1n Talr volume anc ere | f.o.b. Xenia, Ohio, is the same as the _ ~ 
is considerable activity in equipment | Cleveland agen al Fg AR td ship- | Pa I a gage fC es 7é 
for tourists, including camp _ stoves, | os amar Gait at $6874 pe mag | per doz.: 5_ft., $4.50 per doz.; bent, 
cots and chairs. | oN. ¥., and Chicago. se bene ae $2.90 nage ad 
We quote from jobbers’ stocks, ‘BOLTS AND NUTS.—The demand is » ft., $3.20 per doz. — . 7 
Cgehagerant aye Fal "'Se: | holding: up well and prices quoted by | | Manure Fork, Handles Dent. 2x, 
1, $2.33; No. 2, $3.33 in lots of 12; | both manufacturers and jobbers are a? ee a eo i h neg ge 
Derf spark plugs, %6c. each for all | firm. 4% ft., "$2.90 per doz. wines mine 
oes. SS ote es tees than Se; Sam | Jobbers quote f.o.b. Cleveland: Garden Hoe Handles.—XX. 4% ft., 


i X spark rs, 45c. eac , 
pion X spark plugs st each for Large machine bolts, cut threads. | $3.30 per doz.; No. 1, 4% ft., $1.50 per 


less than 100 and 41c. each for over | ‘ i 
“~ . . re“ ) t { - ; S . S é j 4 
100; Champion regular, 53c. each for rig ND gl ype oP " hg ye Gos. —_ 
less than 100, all sizes: 50c. each for | Mats ane town} Its 1: th, and small | Garden Rake Handles.—XX,. 6 ft., 
over 100; Reliable jacks, No. 00, $1; | aoa an” ae oak . Ger cenk at | $6.25 doz.; No. 1, $2.65 per doz. 
No. 1, $1.25; Nos. 2 and 3, $1.76. | list; stove bolts, 45 and 10 per cent _ Shovel Handles.—Regular_ pattern 
AXES.—While the demand is not | off list; hot pressed nuts. $3.90 off a .. $5.90 wer dos. x, 1M ft., 

. . . . jet: « ivote — @ x > . eO.4” er dosg.; f e, o.b6 > 
large it is about normal for this time | aa — rivets, 6 and 5 per cent — —_ on 
of year. | enorme | Spade WHandiles.—X_ grade 5.40 

| | “—_ | BRUSHES.—One manufacturer has | , _——— See, 

Jobbers quote f.o.b. Cleveland: ° - | per doz. 

First grade single bitted rustless announced a reduction of ») to 10 pel ‘ ‘ ‘ ‘ 
black finished, handled, $20.20 per cent on paint and varnish brushes, but | NAILS AND WIRE.—The demand is 
set So Rene a — others have not changed their quota- only moderate. Retailers pnd jobbers 
bronze shed, lé od. ‘ yer > . , ita . ~ ae . 
doz.; unhandled, $14 per doz.: Susie tions. The demand is fair. are — es up heavily. Prices 
bhitted, $5 per doz. additional for all , are uncnangeda. 
types; 60c. increase for dozen lots COOKERS.—Sales have been good Jobbers quote as _ follows’ from 
weighing 42 to 48 lb. and similar ad- since early summer and are still hold- | stock: 
vance for eac } ¢ ition; ; . : 
hae tall n } eattionat ing up well. | Nails.—Iess than car lots. $3 per 

gigas Cleveland jobbers quote cookers as keg; No. 9 galvanized wire, $3.45 per 
BATTERIES.—The demand for bat- | follows: Conservo, standard size, $8 100 lh.; No. 9 annealed wire, $3.00 
teries for radio use continues quite | a sats IT ot —— | ote 100. Tt gen he ge a gg I cay 
satisfactory. Prices are unchanged. | Me Ee ee ae a ' 3.70 a tn: aelemeeed tones 
_FANS.—These are moving in satisfac- te gl a ar en 

Jobbers quote f.o.b. Cleveland: Dr dhecanguen: . . staples, $3.95 per 100 Ib.: miscel- 

No. 766 B batteries. $1.30 each for | tory volume. laneous nails and wire brads, 70 and 
unit packages and $1.40 for small Cleveland jobbers quote Robbins- 10 per cent off list. 
lots. Myers, 10 in. fans, $21; 12 in. fans, ATE NC Se Te 

No. 6 ignition type dry cell bat- $30; 16 in. fans, $35: subject to a 
teries, 29c. each. dealer's discount of 30 per cent. (Continued on page 64) 
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Cheaper or Lower Priced? 


Richards-Wilcox prices are based on the best 
products (of each particular type) that advanced 
engineering skill and the most efhcient manu- 
facturing methods can produce. 


Some interior articles may be cheaper—but none can be 
lower-priced because Richards-W lcox are so equipped that 
they can produce the finished product ata less price thanany 
manufacturer in the world. And they do this without low- 
ering the Richards-Wilcox recognized quality standard. 


Back of every R-W product is the R-W Service organi- 
zation, ready to function in your interest to the ultimate 
end that we are not satisfied until you are. On this basis we 
would consider it a pleasure to serve you. 


Richards-Wilcox operate the largest tactory of its kind 
in the world at Aurora, Ill. Another manutacturing plant 
is located at London, Ont., and branch warehouses and of- 
fices are maintained in all important large cities of the United 


States and Canada. 


If you do not have the latest general catalog in your files, 


write tor a copy. 
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Pittsburgh Market Continued from Page 60 


Some fur-|! dow glass demand is particularly good 
for housing requirements. 
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No. 215 & Bermefa .....cessss5 39 a | PAINTING MATERIALS. 


No. 1102 High Shelf On's . 4,26 ; 
ee oe oe ' ia = ther decline has been made in the price | 





No, 1103 High Shelf Only 6.50 1; Ss alt athlete. aint ten badtee | 
VO ] i S ‘hi ly ; : ‘ ( see f shi, ; ~ ye > er | y Py wT Sty ‘ 
. oe ee eee oo 75 art of lact week. dropped 2c. per eal.| WIRE PRODUCTS.—Effective the lat- 
” Rockweave wicks, 5c, <ach. seg a lk ts . i ore “endl 7 ter part of last week jobbers decreased 
. . ( YE . . ) S ) a é , 3 ) J e ; e e = 
Neseo ovens. oe ee ee See’ | prices of barbed wire, the declines 
No. 05 1 Burner Solid Door. $2.19 | We turpentine, paint, oil and lead is | ranging from lle. to 20c. per 80-rod 
No >» | Burner Glass bOOT. 2.25 i r fai . “ie Pr aie 
No. 010 1 Burner Solid Door.. 1.15 rai — ] spool. Demand is quiet. 
. 14) burner Glass anr *rices to retallers: » ~~ ae ais : — 
* 00 ; ae 7 \, ae 1 a eh Ready mixed paints, best grades, | We quote from Pittsburgh jobbers 
No. 020 2 Burners Solid Doon v1 29 - an 3 a seinen Gn aa | stocks: 
No. 20 2 Burners Glass Doon 5.40 $3.10 per gal.; lower grades, $2.50; ' 
No a2 ” »urners Solid Door 7 540 white lead, 1544 ¢. per Ib. in 100-Ib. Fence Wire F , 
\ 2. 9 Burners Glass Door ail’ lots, 10 per cent less in lots of 500 (per 100 Ib.) Annealed Galvanized 
“Security line. Net prices to re- lb. or more and an extra 5 per cent Nos. 6 to 9 gage...... S300 SBS 
, a ie ats ee vet | less in lots of a ton or more: tur- No ; Tipe ee aol © o> - 50 
\, * Claes fhoor 2 Or pentine, $1.11 per gal. in barre] lots; No. 11 . 3.10 3.55 
NC, 2 lick aaa ee oe egies "S75 linseed oil, $1.08 per gal. in barrel —_— elu 2 87 
No. “9 Glass Door , Trees 3.00 lots. No. DS . hee eRedsceee as veh 3.20 3.80 
‘ ey ‘Inga . a be ‘ 7 re’ aia by 2 4 NJ oe . ane eee ae (it 
a ae oo 1 —— iii SHEET METAL.—Due to the recent oo a. te : 4 
wep +4 | POill¢ oor i. oe a . ) ° . . ‘ . are ore nh Se a ee ee od. odeD .*) 
No. 120 Solid Door sal 300) advance in the price of electrolytic _— a. 3 a= \ ke 
No 10 Glass Door ; . OO copper, jobbers have increased by one- Barved Wire (pes S%-:00) Ss oan): 
NO oo — a pm fourth of a cent per pound the price of ®-point cattle $3.01 
WO » riASS oor »* Tot a : o.OoU . ° - meses se be RO OTOH , 
No ] Br (jlass Door { 0) sheet copper. Demand 1S fair. =-point hog Pe ee eee ee a 3 2 
No. 46 Glass Door pan We quote sheet copper at 238c. per EOIISINE GUUETSO cc kccececnesceseuds Ge 
No. 146 Glass Door. ..... ba 1.) lb. from jobbers’ stocks and 22c. per MC occ chateneeewexesedens >. 4S 
No “6 Glass Door .. janet Pt lb. on direct mill shipments: sheet 2-point cattle (special)....... . 236 
No. 126 Glass Door 1.6) zinc, 121,¢. per lb. in loose sheets: , ili — ee 
No. 36 Solid) Door 85 l1l1,¢. in 100 Ib. casks: Ile. in 300 Woven wire fence (per 100 sees 
No 6> Glass Door ry lb. casks and 10%c. in 600 Ib. casks. |) ae eee Pe ee ,t0s epaeee 
No t,t Solid Door rt > ° , ‘ co ‘ 1U47- - ) Gide pwede eh aoe ee : — ae ys 4 | 
No >.> ( a SQ | rave TT | 5 +5" VW IN DOW GLASS.—Good demand ex Qege } ] ER Pee ey eee ee a er ee 32.22 
No. 50° Solid Door ve .- 1.25 ists for both window glass and plate | OE ES aaa 48.85 
enon WOE TASES, TET prTCe + ig vlass and a fair amount of contracting | Bright nails base 
| | is being done in both lines. The win- | per Keg os... eee eee. oo. IO eee 


Kamp cook stoves, No 
ey 15° j 4. 36: NO bo, Sy 


t —4 I » s ‘>. - 


Cleveland Market Continued from Page 62 


cent for less than ten pieces and | STOVE PIPE AND ELBOWS.—,ob- 


Cleveland jobbers quote first grade 


N 0 ns.—No. 05 burner, “ . . . 
seco =Ovens--vo. SS, 1 durnet manila rope, 251c. per Ib. at mill and has been made in the prices. 


OIL STOVES AND OVENS.—Sales of | er ¢ PN age cca hari 
. . oeore «€ H rr ce , S > PC * yr ; ; . °° 
oil stoves this year have been very aten.” A ‘avn. tte and oven | bers are now shipping out orders 
satisfactory and there is still a fair are considered three pieces. | placed in the spring. Most of the re- 
ae c ° fens 44 1ev, ae bl & Y ~ . 2) “Ss J - 
em -_ — a oe ee PAINTS AND OILS.—The demand is ae, _— ea so that new de 
Jobbers quote fob. Cleveland: | rather slow. Retailers put in good | mand is slight. ; 
$2250: 3 burner double wall, blue stocks early in the season and these Jobbers quote f.o.b. factory: | 
, @o7. § . . : steal “A . Stove pipe in crates of 25 joints. 
gare 6 $27; A warner, ee are not moving as rapidly as expected, Security blued, 28 gage 3 in., $3: 
Dd4s; uurner, Dlue chimney. 325.00; : —- . : . : o “ae “Or. @ 3 ‘ ): 
1 burner, double wall, blue chimney, so that a is not much business In | : in., $3.16; 5 in., $3.37; 6 in., $3.60; 
aeoe, S Saener, Supertex. 958.50; : repeat orcers. | Elbows, Security blued, corrugat- 
| burner, ‘junior, $6.75; 2 burner, Jobbers quote f.o.b. Cleveland: | ed, 28 gage, 3 in., $1.02: 4 in., $1.14: 
junior, $13.20. Above are list prices, Mixed Paints, regular shades, best | 5 in., $1.26; 6 in., $1.38; 7 in., $1.88, 
f.o.b. Cleveland and are subject to a grade. $3.10 per gal. for 1 gal. cans. | all per doz. 
Se ee’ ae Ge a cet dee cee Outside white, $3.30 per gal, in 1 | Coal hods, galvanized, 17 in., $5.25 
t. { 20) ¢ : Y Ys . e oat a : « > < « 4 . ; °9 0. 
er enamel ind o per cent for ten -— cans. — — aint si per doz. for open “ery Same size 
a — aa Turpentine in bbls., 31.10; less than close with funnels, $6.50 per doz. 
” Fag cece ay 8 oe on i _ a bbl.. $1.30 per gal. | Stove boards in full box lots, paper 
oo ae OS oe ae So oe ee Linseed oil in bbls., $1.05 less than | lined, square, 26 in., $7.35 per doz.: 
LIST PRICES bbl., $1.20. Soiled, 3c. extra per gal. | 28 in., $8.30; 30 in., $9.70; 32 in., 
White lead, in 100-lb. kegs, 15%4c. | $11.45: same, wood lined. 24 in.: 
Nesco Oil Cook Stoves.—No. 211, 1 per Ib.; in 50 and 25-lb. kegs, 15%c. $11.20 per doz.; 26 in., $13.25; 28 in., 
burner, $9.50: No. 212 2 burners, per Ib. ; in 12% Ib. kegs, 16c. per $15.50: 30 in., $18 and 33 in., $21.30; 
817.25; No. 213, 3 burners, $22: No. Ib.: in 500-Ib. lots, 19 per cent dis- | oblong, wood lined. 18 x 24 in... $9.95 
°14. 4 burners, $28: No. 215: 5 burn- count; other prices are net. per doz.: 18 x 30 in., $12.50; 20 x 30 
ers $39.50; No. 1102 high shelf only, . in., $15.10: 24 x 26 in., $16.65: oblong, 
$5.25:'No. 1103. high shelf only. $6.50; ~ROPE.—Jobbers have reduced prices | paper lined, 18 x 24 in.. $6.45: 18 x 
No_ 1104, high shelf only, $8; No lc. a pound on all grades and the mar- | 3 in.. $8; 20 x 30 in., $9.45; 24 x 36 
1105, high shelf only, $9.75. ; ; | in., $10.10. 
i aaliaeeeen wiieihin wie genni _ket still lacks firmness. bag . 
iy Som, GE. | SASH WEIGHTS.—No recent change 
enlid door, $2.10: No. 2D. ] burner, ar ‘ “ , : oi : . 1 
ola: ~ door, $2.25: No. 010. ] burner. cue. ~~ lb. _out tn stock: ‘fc aint Cleveland jobbers quote sash 
eolid door, $4 15: No. 10. 1 burner. | grade aC. oss. Sisal Tope, 18c. at weights at $44 per ton for stock shop- 
mill and 18%c. out of stock. ment: $41 per ton for shipment from 


glass door, $4.40: No. 020, 2 burners. 
foundry. 


ae ee See) ek Boe & Sarees, SHOVELS.—These are moving in fair m ; 
WIRE CLOTH AND POULTRY NET- 











vlass door, $5.40: No. 030, 2 burners, : 
solid door, $5.40: No. 30. 2 burners. volume and the market is firm at reg- Vink 
glass door, $5.70. ular prices. TING.—Prices on these products are 
a re en ae Weee ye Cleveland jobbers quote: | being firmly held. The demand is slow. 
rice vga Fg Fine : o ees, Fourth rrade shovels, full bundles. Cleveland jobbers quote poultry 
1, “ ae $19 — = yurner, F14.G5; $10.75 per doz.: less than full bundles, netting, galvanized after weaving, 
enue a a $11 per doz. | 50 and 2%» per cent off list. Wire 
jarvard Grand, 3 burner, $17.50: a es : . cloth, $1.95 per 100 sq. ft. for black 
t burner, $21.50. Sl EEL ROOFING.—The price 18S hold- and $2.45 Rae I 
‘shine : ved . Teor AR ) j P= > ‘Ara 3 > , 10 . y - ‘ . rc . ° 
earn ee Sth Epes, 3 ing at the recent reduction | WOOD SCREWS.—A price reduction 
urner, 0.00, * urner., $4.25; Clevehkand jobbers quote 99 gage, is announced on wood screws 


burner, $5.15. Harvard oil ranges, ®\4-in. corrugated roofing at $3.89 

$46. per square. — quote wood screws f.o.b. 
Florence, blue or gray. No. 41-25. ' Cleveland: 

t burner, mantel and 2 burner oven. STEEL SHEETS.—The sheet market Flat head. bright. 72%, 351, and 

$49: No. 1-25, 3 burner, mantel and is a little firmer and jobbers’ prices are ° per cent_off list; flat head brass 70, 

3342 and 5 per cent off list. Round 


” burner oven, $39.75: No. 21-25, 2 
.75; . 21-25, 2 : 2 e S 
hurner, mantel and 1 burner oven, unchanged. head, blued, 70, 3314 and 5 per cent 
$31: the above are list prices and are Cleveland jobbers quote galvanized off list: round head brass 67's per 
sheets at 4.95e. | cent off list. 


subject to a discount of 3314 per 
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BLABON'S 
FELTEX 


-FELTEX RUGS 


1925 


| The George W. Blabon Company 
/ 


Philadelphie, Pa 





i 
SS =r. 











(Sample Book) 


Feltex Sample Book, 
showing rugs in col!- 
ors, sent free to 
hardware dealers upon 
request. 


Beauty 


for Blabon’s Feltex Rugs 


They are ready sellers because they give long wear at moderate 
cost. And behind the guarantee is our /+ years’ experience in 
making high-grade floor coverings. 
Feltex Rugs are made in patterns that people want, and choose 
quickly! 
The rapid turnover gives you increased profit. So why not stock 
Feltex Rugs, and swell the profit your hardware nets you? 
Write us for the Feltex Sample Book, and further information. 

THE GEORGE W. BLABON CO., PHILADELPHIA 

established 74 vears 
Trade Promotion and Demonstration Department, Philadelphia 


Head Office of the Sales Department, 295 Fifth Ave.. New York 


BLABON’S Feltex Rugs 


Economy Service 
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HARDWARE AGE 


July 23, 1925 


Some Increase Noted in New England 
Hardware Sales, Thanks to the Weather 


(Boston office of HARDWARE AGE) 

HANKS to more pleasant weather condi- 
tions some increase in hardware sales is 
That statement re- 
fers to retail as well as to wholesale business. 
Part of the improvement in wholesale sales is due 
to the booking of business to apply to fall deliv- 
ery, but it, nevertheless, is a fact that the aver- 
age retailers’ requirements have been slightly 
more impressive. It is indicated jobbing sales dur- 
ing the next two weeks will show even greater ex- 
pansion, because a drive will be made by some of 
the most important houses prior to closing for 
As for the retailer, it will 
be up to him to clear decks of seasonable merchan- 
dise and place his house in order for fall business. 

Sentiment in hardware circles continues opti- 
mistic. Everybody is looking for a good fall busi- 
ness and a more active winter than last year. 


noted in this territory. 


the annual vacation. 


BOTTLE CAPPERS.—Jobbers are ex-_— 


periencing a big sale on bottle cap- 
As a matter of fact they say 


pers. 
they are constantly obliged to replen- 
ish stocks. 

We quote from Boston jobbers’ 


stocks: 
Bottle Cappers. 
$10.80 per doz. net 


Standard makes, 


BRADS.—Practically all of the job- 
bing houses are now quoting wire 
brads at 75 per cent discount, con- 


trasted with 70 and 10 per cent here- 
tofore. About a month ago the dis- 
count was 70 and 5 per cent. 

CAMP STOVES.—Continued good re- 
ports are had from jobbers regarding 
sales of camp stoves. Most of the re 
tail trade ordered small at first, and 
since then have been repeating initial 


orders. 
We quote from Boston jobbers’ 
stocks: 
Camp Stoves.—No. $8.50 each 
net: No. 9, $6.25. 
CARTS AND WAGONS.—Not only | 


are retail current needs for carts and 
wagons satisfactory, but some of the 
largest of the trade have begun to 
place their orders for fall require 
ments. The outlook is quite flattering, 
Say jobbers. 
We 
stocks: 


Kiddie Kars. 


quote from Boston jobbers’ 


Special, two in car- 


ton, No. 101, $2.25 each list: No. 102, 
$3: No. 103, $3.75: No. 104, $4.50: No. 
105. $5. 

Kiddie Koasters. One to carton, 
No. 605, 10.50 each list: No. 606, 
$11.75 

Kiddie Karts.—Special, No. 201, $3 
each list: No. 202, $4: No. 203, $5: 
No. 204, $6: No. 205, $7. 

Pedal Kars.—Two in carton, No 
124, $4.25 each list: No. 125, $5.25 
No. 154, $5.75: No. 155, $6.75. 

Kiddie Skooters.—-T'wo in carton 
No. 801, $4 each: No. 802, $5: No. 
802B, $6. 

Discount 33% per cent. 

CORN CUTTERS.—Corn cutters are 
selling fairly well. Retail dealers in 


some instances are asking for prompt, 
while others demand deferred — ship- 
ments. 


year. 


winter. 


No 


We quote from Boston jobbers’ 
stocks: 
Corn Cutters.—Vermont, $3 a doz. 


net; Wallingford, spring steel, No. 

fe. $5.35; Brooks, corrugated, $4. 
CROQUET SETS.—Sales the past 
' week have been fairly free. It now 


looks as though jobbing stocks would 
clean up well. 
We quote 
stocks: 
Croquet Sets.—Standard 
»lo-in. mallet, 4-b: ’ 
per set net; 
8-ball, No. HI, 
$3.25; 6-in. mallet, &-hb: 
S-in. mallet, 4-ball, No. 
S-ball, No, AA, $5.75. 
i LASHLIGHTS.—The hardware trade 
is having considerable success with a 
new assortment of flashlights that jobs 
out at $14.63 for a lot of 18, and retails 
at $22.50. The assortment includes a 
new number having a ring at the end, 


from Boston jobbers’ 
makes, 
; Th 
, $2.75; 
,. wo BB, 
No. N, $4; 
AA'ls, $4.50; 


boom days are anticipated, however. 
feeling is largely based on the fact that general 
business is coming back in New England. The 
mill towns appear more prosperous, although 
there are still quite a few inactive ones where the 
wage earner is obliged to buy less than he did last 
Savings banks are gaining rapidly in de- 
posits and the banks really have more money than 
they can well employ. Thus a substantial back- 
log of buying power is being built up, which will 
flow freely just so soon as the general public is 
confident the job is going to hold out through the 
Everywhere the feeling persists that 
while good business is in the making, competition 
will remain keen, consequently the successful busi- 
ness man must keep his eyes open. 
in taxes will do more for business than anything 
else, according to general discussion heard in the 
Boston market territory. 


} 


which permits the owner to‘hang the | 


case up in some convenient place when 
not in use. The price on this new item 


has been reduced to $1.25 retail, as 
against $1.85 for a similar product 
heretofore. 

We quote from Boston’ jobbers’ 
stocks: 

Cases.—Without batteries, six or 
more assortments to the unit, No. 
2612, 97c. each net: No. 2619, $1.24: 
No. 2637, $1.65: No. 2672, $1.79; No. 
2694, $2.50. 


Batteries.—Six or more assortiments 
to unit package, No. 935, Sloc. each 


net; No. 950, 9!t.¢. Tungsten, No. 705 
28 toc. each net: No. 790, 19!40¢.: No. 
791, 17¢c.;: No. 700, 1lic.: No. 703, 22c. 
No. 750, 17e. 


' nace cement. 


The good 


A reduction 


Sprays.—Half pints, $4 per doz.; 
pints, $6; quarts, $10; gallons, $32. 
Sprayers.—Half pints, $2.80 per doz. 


Swatters.—Favorite, cord bound, $6 
per gross; Sure-Hit, $6.50. All prices 
ire net. 


FREEZERS. — The _ present season, 
which is fast drawing to a close so far 
as the jobbing houses are concerned, 
turned out much better than antici- 
pated earlier in the year. Jobbers 
cleaned up fairly well, and it is be- 
lieved the retail trade will do the same. 


We quote from Soston jobbers’ 
stocks: 

Freezers..-White Mountain, 1-qt., 
$4.85 list; 2-qt., 5.65; 38-qt., $6.75; 
4-qt., $8.25; 6-qt., $10.45; 8-qt., $13.50; 
10-qt., $18; 12-qt., $21.50; 15-qt., $25 
0-qt., $33.20; 25-qt., $42.60. 

Arctic, 1-qt., $4 list; 2-qt., $4.60; 
-qt., $5.55; 4-qt, $6.80: 6-qt., $8.66; 
S-qt., $11.10 10-qt., $14.80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 


Jobbers’ discount, 50 per cent from 
store or factory. 
Alaska, 1-qt., $2.95 list; 2-qt., $3.45; 


5-qt. $4.10; 4-qt., $5: 6-qt., $6.30; 
S-qt., $8.20; 10-qt., $10.75; 12-qt., $14: 
lo-qt., $17. Discount, 20 and 10 per 
cent. Alaska special, 2-qt. only, $2.25 
less one-third off. 

Auto Vacuum, 1-qt., $5 list: 2-qt., 
$6; 3-qt., $8: 4-qt., $10. Discount, 
S31 per cent. 

FURNACE CEMENT.—Retail dealers 


are beginning to show interest in fur- 
Orders being placed now 


will not be delivered until later in the 


year. Last year was one of the best 


'on record for this class of merchandise. 


hLY PAPER, RIBBON AND SPRAYS. | 


—A normal turnover in this class of 
merchandise is reported by both job- 
bing and retail houses. 
an exceptional one for all kinds of bugs 
and th‘ngs that fly, which possibly ex- 
plains current business in fly paper, 


| etc. 


We from Boston jobbers’ 
stocks: 

Fiy Paper.—Improved, handy, $1.10 
per carton; in five carton lots (case), 
$5 per case. 

Ribbon.—Tanglefoot, $1 per carton; 
case lots, four cartons, $3.30 per case. 


quote 


This year is | 


We quote from Boston’ jobbers’ 
stocks: 

Furnace Cement.—lIn 1-lb. cans, 
ve. per Ib. net; in 5-lb. cans, 7e. per 
Ih. 


HAMMOCKS.—Indications are whole- 
sale stocks of couch hammocks will 
clean up well. As a matter of fact, 
some jobbers are practically sold out as 
it is. The story on cotton hammocks, 
however, is quite different. Sales have 


_been slow and jobbing stocks are still 


| 
| 
| 


fairly large for this time of the year. 


We quote from Soston jobbers’ 
stocks: 

Hammocks.—Couch styles, stand- 
ard makes, boxed mattresses, deep 
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Usual Dial Grebe Dial 


Low-wave stations crowded All stations have equal 


together spacing 


It Stays Sold 


ipo SYNCHROPHASE is exceptionally profitable 
for you because it stays sold. It does not eat 
our up profits in excessive servicing. It builds: con- 
Condenser sumer confidence in your advice, not only because 
of its excellent performance, but also because its 
thorough construction enables it to maintain that 
performance. 

Grebe exclusive features—Binocular Coils, S-L-F 


Condensers, Volume Control — plus unrelenting 
Care in construction, are responsible for the satis- 


faction given by the Synchrophase. 
Write for full information 













A. H. Grebe & Co., Inc., Van Wyck Blvd., Richmond Hill, N. Y. 
New York Office: Steinway Hall, 109 West 57th Street 
Western Branch: 443 So. San Pedro Street, Los Angeles, Cal. 


REB 
NOu 


TRADE MARK >» 
REGUS PAT ri 


This company ouns and operates 
stations WAHG and WBOQ; 
also mobile and marine low- 
wave rebroadcasting stations. 



































AD \ a 


“Get rid of small wis- oduices naeel 
dom and great wisdom anes onan hele dane 
will shine upon you.” 


Chuang Tzu All Grebe appa- 

, : ratus is covered 
It is great wisdom to 

by patents grant- 


sell the Synchrophase. 


fd SKceler a is 
Bs Ae 


0 tee __ i 


ed and pending. 











Synchrophase is also supplied 
with base for batteries 
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ad- 
No 
back 
‘anopy, 

me iron 
$? 50 per 


valance, No. o4, winemnnens and 
justable head rest, $11 each net; 
84, windshield and adiuet: il oe 

and head rest, $17.50. 
green and gray, $6.50; 
stand, $3.75: chain, 3-in., 
doz. pair; 


6-in., $4 
Cotton.--Standard 
£100 per 


doz. net 
HOCKEY STICKS.—Forward — book- 
ings on hockey sticks are in order. To 
date jobbers have taken in as much 
business as they did in the same period 
last year. The retail trade has only 
been nibbling at the market, however. 
Wi boston 
stocks | 
Hockey Sticks.—bDbovys., 
1 doz. net; bovs’ special, $5.50: 
teur, $8.50; Championship, 
special, $15 
Pucks. Standard makes 
net 


makes, SOO to 


quote from jobbers’ 


white, es \{) 
Aina - 
11 ot: 


doz 


Polo Sticks... No Hq. fo doz 


net: No. G, $1.50; No. C, 3 
HOUSE TRIMMINGS.—House _trim- 
mings continue to sell freely. It is the | 
consensus of opinion among jobbers 
that 1925 will be one of the best years 
on record. Prices have not changed | 
materially for some time, a fact which 
undoubtedly has helped the sale of 
merchandise. 
KEGS.—Cider 
better than they 
which, as one jobber puts it, 
some.” 
VV 
stocks 
Cider 
each net: 
$9 10: 20- val., 
*¢-gal., $3: 5O0- gal... 
$1.60 l-val., $2; 
Bil . $? vf 25-gal., 
o0-gal., $4.25. 


LAWN ACCESSORIES.—Manufactur- 
ers of rubber hose have withdrawn 
prices, which is taken by jobbers as an 
indication that prices are to be higher 
within the near future. Jobbers are 
practically sold out on lawn mowers, 
and retailers are having good success 


in merchandising. 
We quote from 
stocks 
Lawn Mowers. 
each list: i 
$18: IS-in., 
$17: 18-in., 
$19.75: 1l8-in., 32 
in., $24: 18-in., 
$30: 16-in., $32; 18-in., $34; 20-in., $36 
Reenl, 16-in., $36; 18-in., $38. [is 
count 50 per cent. ¢ ‘competitive, 14-in 
$5.50 each net; 16- in., $5.75; IS-in., 
$6.10: 12-in.. $5.1 
Lawn Trimmers. —Popular 
$15 each list. Discount, 50 per 
Factory Shipment.—0On direct 
tory shipments up to 30c. freight 
ten or more machines is allowed 
Lawn Roller... Water weighted, I8- 
in. diameter x 24 in. long, $13.34 each 
net: 24-in. diameter x 24 in long... 
S15 . 3 
Sprinklers. Lawn, fountain, $6 per 
doz. nef: fountain, half cirele, $5.50 
ltnin King, $2.34 each net 
Lawn Rakes. Wood, three 
per doz. net: steel. $9. 
wood. $6.90: steel, $7.15 
rakes, three steel bows, 
$10 per doz. net 
Hose.—Garden B & ID. te-in., 9'6e. 
per ft. net. -in., aon i 10% €. 
les ading. S-in.. 7% -in. 7%C.3 
‘,-in., S814 Bull Dox. 2-in., 13. 
(joo0d Lue k. i Milo, ~ -in., 
lise Vim, oe. : i =i 
Sl, a 4 ~ifi., 
Tiec.: *%-in., 
NAILS.—Wire nails are going splen- 
didly, both for immediate and future 
wants. The recent reduction in prices 
is stimulating rather than _ hurting 
business. Usually when prices eo off, 
business drops to small proportions. 
We jobbers’ 
stocks: 
Nails.—Wire, from 
keg base: from mill, 
per keg base: in 


kegs are selling even 
were a week ago, 
“is going 


quote from Boston jobbers’ 
red, 5-gal., $1.50 
$I So: - 
2>-gal., 
W hite, 
15- Sa il., 
$? 90: 


( bak 


Kegs.- 


24) - gal... 


Boston jobbers’ 


$14.25 
It-in., 


Je pres, 14-in., 
Colonel, 
‘Newport, 16-in., 
Lakewood, 16-in., 
Ambassador, 16 
Imperial, 14-in 


mikes 
cen 

fac- 
an 


how, 
“Wwo- 
Hand- 
28 


NS ia 
bow, 
made 
teeth, 


quote trom toston 
store, $3.70 per 
in car lots. $2.70 
{ witi cea lots 


ess 


| changed in price. 


' worked out very 
| around Boston. 











ber of skating outfits, 
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(Cement coated, in count kegs, 
mill, in car lots, $2.40 per keg 
base f.o.b. Pittsburgh; in less than 
car lots, $2.65 from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
iliirect shipments, $8.10 per keg base. 
Western cut nails, direct shipments, 
in car lots, $3.60 per keg base f.o.b. 
l’ittsburgh: in less than car lots, 
£3.75. Tremont cut nails, direct ship- 
ments, $5.95 per keg base,  f.o.b 
Wareham, Mass.: hardened stee! 
floor nails, direct shipments, $7.60 
f.o.b. Wareham. Cement coated nails, 
from store, boxed, $4.60 base. Iruie- 
tory shipments, in count kegs, ear 
lots $2.50 base: in than ear lots, 
$2.30, f.o.b. P ittsburgh. 


PAINTS AND SUPPLIES.—Following 
‘the 1 receipt of new lists from the man- 
ufacturers, jobbers have reduced prices 
on large containers of shellac about 3 
'per cent. Small containers 


bh. - 
ae ITF 


from 


less 


are un- 
Paint and paint sup- 
ply prices otherwise remain here- 
_tofore. The consumption of pa‘nt, par- 
ticularly prepared, is on a very large 
seale. So far as can be ascertained 
the paint installment plan has not 
satisfactorily in and 


as 


We from Soston jobbers’ 
stocks: 

Shellac.—Pure, orange, in ‘'.-ga! 
cans, $3 a @gal.: in I-gal. cans, 
$2.88: in 5-gal. cans, $2.75 gal.: White. 
14-gal. cans, $3.38 a gal.: in gallon 
eans, $3.25: in cans, $3.12 a 
gal. 

Savogran.——In 5-lb. 
Ib. net: in 28-lb. boxes, $11.80 per 
cwt.; in half keg, 60 Ib... $11.60: in 
half barrels. 160 Ib., $10: in kegs, 
110 Ib., $11.20. 

Dry Paste. In bags, $14 per 
ewt. net: in 2-lb $13: in 5-Ib 
bags, $12.20: in 95-lb. kegs. $11: in 
199-Ib. barrels, $10.35. 

Whiting.—Bolted, in 
£1.75 per cwt. net. 

Wall Sizing.—-In 1-lb. tubes, 181!4e. 
per Ib. net: in 25-lb. drums, 17 1tie 
in 50-Ilb. drums. 16%ce 

Putty. —~“ommerci: -. 
Ib. drums, $3.25 per ewt. net: in lots 
of 500 Ib. or more. $8: in 25-lb. tin 
pails. less than 100 Ib., $4.50 ner ewt.: 
in lots of 100 to 500 Ib., $4.25: in lots 
of 500 lb. or more. 4e.: in 5 Th. tins. 
less than 100 Ib... $5.25 per ewt.: in 
lots of 100 to 500 Ib.. $5: in lots of nae 

or more, $1.75. Black putty costs 
per ewt. more than the afore- 
groing prices 


Sponges.—-Nassau grass, 10 
to the pound, 15e. each net: Florida 
vellow, cut, 8 to 10 to the pound, 30c 
each: Cuba sheep wool, cut. & to 10 
‘o the nound, 55e. each: Rock Tsland, 
i to 8 to the pound, $1 each. 

Chamois.—-Black, best grade,’ 12 x 
16-in., $4.75 a doz. net; 164 x 21-in.. 
£10.50: 19 x 25-in., $15: 23 x 26-in 
$18.50. Brute, not shaped, 31 x 21- 
in.. $21.50 per doz. net. 

Steel Wool.--1 Ib. spools. No. 
fae, each net: No. 0. 41e.: No. 1, 35e 
No. 2, 31¢.; No. 3, 27c. In 25c. pack- 
ages, Nos. 0. 1. 2? and 8. $1.80 a doz. 
net. In 18. packages, Nos. 00, 0, 1, 

2 and 3, $7 per gross. 
POTATO DIGGFRS.—Potato diggers 
are selling as well as could be expected. 
Jobbers’ stocks in quite a few cases nre 
getting down to narrow limits. 

We quote from soston jobbers’ 
stocks: 

Potato Diceners.—Five oval 
roose neck. $11.55 per doz. net: bent 
head, $11.70; six oval prone goose 
neck, $12.50: bent head. $12.65. 


SCYTHES AND SNATHFS.—Scvthes 


quote 


5-gal. 


boxes, 12¢c per 


1-Ib. 


bags, 


barrel lots, 


130- 


white, in 


to 12 


Hn. 


nrons 


and snathes are moving ont of jobhers’ 


stocks each day. Sales to date have 
heen a shade larger than those for Ins 
year. Prices are reported as steady 
and unchanged. 


SKATES.—One local johbine house is 
credited with havine sold a large num 
but the whole- 
sale trade as a whole renort comnara- 
tively little success in securing busi- 
ness, 


| 
j 
! 
| 
| 














_WRINGERS.—As 


July 23, 1925 


We from LBoston jobbers’ 
stocks: 

Roller 
Strap toe, 
Clamp toe, 75e., 
plain bearings, 
$1.50. 

Ice Skates.—I'nion 
line, No. 1624, S$8ec. a 
1624!., $1.24; No. 
19245, $3.12. 

Hockey Skates.—-No. 52415, 
pair net; No. 42414, $1.74; No 
S3.51. Canadian, No. 544, $1; 
$1.67. 

Ladies’ Skates.—No. 52, 
net; No. 5624, $1.17; No. 
$1.62; No. d62414, $1.14; 
$1.92; No. 5924%, $3.50. 

Outfits.—-Men’s No. 72, $3.65 a pair 
net; ladies’ No. 4, $3.65; men’s 
No. 150, $6: ladies’ NOw 093, $6.50: 
all Goodyear welts. Tubular No. 90, 
gray enameled, $5.50; niekel plated, 


$6.50. 

Skate Straps. 

with common 
doz., net; 

»; 36-in., $3; 

buckle, 


quote 
Skates. — Children’s, with 
We, per pair net; with 

Boys’ and _ girls, 
$1.10; ball bearing, 


Co, 
No. 
No. 


Hiardware 
pair net; 
1824, $2.06; 


i 


- Black 
buckle, 20-in., 
26-in., $1.75; 

42-in., $3.75. 
20-in., $1.50; 


or russet, 


— nt 30-in., 


THE RMOMETERS.— Some forward 
bookings are reported by jobbers. The 
season has not really started, however. 
We from Boston jobbers’ 
stocks: 
Thermometers.—Cheap 
spirit, 7-in., $1.20 per doz. net; 18-in., 
$1.38; mercury, 10-in., $2. Standard 
heavy tin case, 8-in., $13.50; 10-in. 
$15.25. Copper case, No. 5154E, 8-in.. 
$6; 10-in., $8. Woodback, 6-i : 
S-in., $10; 10-in., $11. 
5908, $16. jath, No. 55928, “$14. 5U, 
WEATHER STRIP. — Jobbers’§ are 
again rounding up weather strip busi- 
ness for fall and winter delivery. Re- 
cent orders and business placed months 
ago indicate the retail trade is fairly 
well covered. 
We quote 
stocks: 
Weather Strip.—-In bundles, Bosley, 
felt, 65 per cent discount; Excelsior, 
felt edge, 65 per cent discount; Flexi- 
ble felt, 20 per cent discount. 
WINDOW GLASS.—tThere has been 
a change in charges for cutting frac 
tional sizes of window glass. For in- 
stance, on singles, one fractional cut 
has been 15c., whereas now it is 30c., 
and two fractionals now cost 60c., while 
on double, one fractional is now 40c. 
and two 80c. In other words, the 
charge is just double what it has been. 
There is a big sale of window glass go- 
‘ng on, practically all of it for delivery 
later in the year. 


WIRE CLOTH.—Jobbers say stocks of 
wire cloth are cleaning up well, and 
that they have reasons to believe re- 
tail stocks are down to narrow limits. 
We quote from Boston jobbers’ 
stocks: 
Wire Cloth.- 
black, 12 mesh, 


quote 


tin case, 


from Boston jobbers’ 


soston)§ stock, 
24 x 48 in., $2.25 per 
100 sq. ft.; 18 x 22 in., $2.35; 14 mesh. 
24 x 36 in., $2.75. From factory. 1° 
mesh, 24 x 48 in. 2 f.0.b. Clinton, 
Mass.: 18 x 22 in. $2.10; 14 mesh. 
24 x 48 in., $2.50: 18 x 22 in., $2.60 

Bronze Cloth.—Golden, 14 mesh, 
from Boston stock, $7.25 per 100 
sq. ft.; in 50 ft. rolls, $7.35. Factory 
shipment, 14 mesh, $6.75; 16 mesh, 
$7.50; 18 mesh, $8. On factory ship- 
ments actual freight is allowed not 
to exceed 50c. per 100 Ib. 


-From 


was intimated last 
week, jobbers have advanced wringer 
prices approximately 10 per cent. The 
new prices follow: 
We from 
stocks: 
Wringers.—No. 
net: No. 340K, 
$90.50: No. B381F, 


No. 280. $57.50. 


quote 3oston jobbers’ 
350, $53.50 per doz. 
$64.50; No. B350F, 
$91; No. 361, $70; 
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“Big 4” Shows Big Value 


“Big 4” is not only big in name, it is the outstanding 
value in a Flexible Barn Door Hanger. 


Its sales are very large and every customer is a satisfied 
customer who is pleased enough to cheerfully recom- 
mend “Big 4” to his friends. 


This strong All-Steel Hanger brings the door close to 
the rail and keeps it there. There is no jumping the 
track—it stays put. Very simple. 


This “Working Model” Makes Sales 














Show Packed 

it— | Doz. Pairs 
In a Case 

Sales Weight per 

Follow Doz. Pairs 


90 Pounds 


er 
Fen 


In its natural position this hanger is perfectly rigid, 
but the moment anything bumps against the door the 
flexible feature allows the door to swing out and rise 
higher than with any other flexible hanger. No 
damage. 


National direct to dealer selling method saves money 
at the buying end—more profit. Write for Prices. 


‘““Braced’’ Rail used ° ° - 
es he National Manufacturing Company 
It is braced below, s0 = 
screws wil old more = ° ° ° 
ino three times as Sterling Illinois 
much. Note staggered 

screw holes. 





tional 
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HARDWARE AGE 


July 23, 1925 


General Business Shows Marked 
Improvement in Northwest Territory 


(Minneapolis office of HARDWARE AGE) 
USINESS in general shows a marked im- 
provement in the Northwest, in the territory 
tributary to the Twin Cities. 
hardware man stated that his business shows an 
advance over that of last year of 20 to 35 per 
cent, and his store is located in one of the best 
agricultural districts of this State. 
calities, the increase may not be as great, but 
there is indication of advance in the amount of 


business over the entire district. 





AXES.—Sales are normal for this sea- 
son of the year, with no change in 
prices. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 


weight axes at $14.50 and double bit 

base weight axes at $19.50 per dozen, 

net. 
BOLTS.—Demand is slightly better, 
with prices holding firm at last quota- 
tion. Stocks are well assorted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Large and small 
carriage bolts at 50 per cent; large 
and small machine bolts at 50-10 per 
cent: stove bolts at 75 per cent and 
lag screws at 60 per cent from stand- 
ard lists. 

RRADS.—Sales show more interest on 
the part of contractors. Building is 
moving along at a very good rate, and 
brads are in demand. Prices have not 
changed. 

We 

f.o.b. 


25-Ib. 


from jobbers’ stocks, 
Cities: Wire brads in 

at 70-10 per cent from 
list. 


BUILDERS’ HARDWARE.—Building 
has advanced rapidly here in the past 
few weeks, and there seems to be a 
general home building movement at the 
present time. One of the reports stat- 
ed that in one of the large cities 209 
blocks of homes had been constructed 
this year. Commercial buildings are 
not so much in evidence, but there is 
a fair amount of this class of work 
also. School building and repairing is 
claiming its share of attention during 
the vacation months. 

CHURNS.—Sales are fair, with ample 


quote 
Twin 
boxes 


stocks on hand. Prices have not 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 


at 30-10 per cent from lists. 
EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Demand shows con- 
siderable acceleration in the last few 
weeks, with the increase in the amount 
of building being done. Stocks are 
well filled, and prices steady. 

We from jobbers’ stocks, 
f.o.b. Cities: Slip joint, single 
bead 29-ga. 5-in. eaves trough at 
$5.50 per 100 ft.; 29-ga. conductor 
pipe 3 in., $5.15 per 100 ft., and 3-in. 
conductor elbows at $1.73 per dozen, 
net. 

FIELD FENCE.—Sale of this class of 
materia] 
from which to draw. Prices have not 
changed. 

We quote from jobbers’ stocks, 

f.o.b. Twin Cities: 26-in. I, type field 


quote 


Twin 


One retail 


trade. 


In other lo- 


business. 


FILES.—Demand is fair, in general, 
and good from the shops and auto re- 
pair service stations. Stocks are well 
filled, and prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from list. 


FREEZERS. — The continued warm 
weather has created a market for 
Stocks 


freezers in the past few weeks. 


the 


a 





is good, with ample stocks | 
OIL STOVES, OVENS AND WATER 





are being drawn on heavily, and prices 
are steady and firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 each, and §-qt. 
at $6.75 each, ret. 

GALVANIZED WARE.—Demand is 
steady and consistent, for this time of 
vear. Stocks are well filled, and 
prices firm. 

We quote 
f.o.b. Twin 
galvanized tubs at 
$8.00; No. 3, $9.20; heavy 
1, $12.30: No. 2, $13.50; No. 3, $14.70; 
standard 10-qt. pails, $2.65; 12-qt., 
$3.00; 14-qt.. $3.35: stock pails, 16-qt., 
$5.00, and 18-qt., $5.50 per dozen, net. 

GLASS AND PUTTY.—Call is light in 
a retail way, but sash and door fac- 
tories are busy. Stocks are in good 
condition, and prices show no changes. 

We from jobbers’ 4tocks, 
f.o.b. Cities: Minn. prices, 
single strength glass, 8&3 per cent: 
double strength, 85 per cent; and 
strictly pure putty in 50-lb. drums 


at $4.85 cwt., net. 
HAMMERS AND HATCHETS.—Deal- 
ers are finding a better call for this 
line of goods than for some time, es- 
pecially in the country towns. Stocks 
are in good condition, and prices un- 


jobbers’ stocks, 
Standard No. 1 
$7.25; No. 2, 
tubs, No. 


from 
(Cities: 





quote 
Twin 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 


11% carpenter’s hammers at $12.60; 
Plumb No. HFS81, $10.50; Plumb No. 
2 broad hatchets, $14.45: No. 2 shing- 
ling, $11.20, and No. 2 claw, $12.50 
per dozen, net. 


HOSE.—-Sales of hose have been heavy 
this year, despite the fairly frequent 


rains. Stocks have been heavily drawn 


te 


on, and prices are steady and firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Good Luck. % in., 
f-ply hose at 10%c.: Bull Dog, ™ 
in., 7-ply, 13c.; Leader, % in., 5-ply, 
9% c.: molded black, ™ in., 11%c. 
per foot, net. 


-HEATERS.—Demand for this class of 


merchandise is exceptionally good at 



























































The amount of business being done in the Twin 
Cities is perhaps slightly better than a year ago, 
but with every indication of good returns from 
the farms this year, better business is in sight for 
the larger cities, as well as the smaller centers of 


Collections are improving to some extent also, 
with the approach of the harvest season. 
pects all along the line are for a very good fall 


Pros- 


an increase in the number of homes 
being built in the suburbs of the larger 
cities creates an excellent market. 
Stocks are well filled, and prices steady. 


Oil Cook Stoves 


PERFECTION— 
No. 72 S WUPMOTS. . cc ccccccccee $17.50 
No, is 3 a: 22.5 
No. (44 burners............... 28.50 
No. 75 5 burmers............... 39.50 


. Perfection dealer’s discount, 30 and 
®» per cent on lots of 10 or more: on 
less than 10, 30 per cent. 


PURITAN (improved Model)— 


No. 42 2 burners............... $17.59 
No. 43 3 burmers.........cece.. 22.50 
No. 44 Seer 28.50 
_ Puritan discounts same as Perfec- 
tion. 
NESCO— 

No. 211 1 burner .............. $9.50 
No. 212 2 burners ............. 17.35 
No. 213 3 burners ...........c.- 22.00 
No. 214 4 burners ............. 28.00 
I 2st” eee 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 

Nesco dealer’s discount, 30 and 5 
per cent. 

Ovens 
PERFECTION— 

No. 211 1 burner plain door... $2.50 





No. 211G 1 burner glass door... 2.70 

No. 121G 1 burner glass door... 4.90 

No. 122G 2 burners glass door... 6.00 

+ ff Seer eee petge 6.15 

Dealer’s discount, on 10 or more, 

30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 

No. 42G 2 burners glass door... $5.25 


Dealer’s discount, 10 or more, 30 


and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 

No. 05 1 burner solid door.... $2.10 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner solid door.... 4.15 
No. 10 1 burner glass door.... 4.40 
No. 020 2 burners solid door... 5.15 
No. 20 2 burners glass door.. 5.40 
No. 020 2 burners solid door... 5.40 
No. 30 2 burners glass door... 5.70 

Dealer’s discount 30 and 5 per 
cent. 

Water Heaters 

CT Ee EP OEE CT Oe Oe $45.00 
POPTOCCIORM ING. SEB. 60s cccccceces 40.00 
s i... el! 3) eee 80.00 


per cent’ 
and 5 per 
less than 


Nesco discount, 30 and 5 
Perfection discount, 30 
cent in lots of 10 or more: 
10, 30 per cent. 

Wicks, Etc. 

Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, oyens and heaters. 


cook 


this time. Continued hot weather, with 
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fence at $22.68 per 100 rods, net. 
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Are you selling 
them? 


Just as regularly as clockwork—Panco advertising 
appears in leading newspapers—from Sandy Hook to 
the Golden Gate. Just as surely, too, is this adver- 
tising changing the footwear habits of the nation— 
for who will be satisfied with ordinary soles when we 
guarantee Panco 


OUTWEARS BEST LEATHER 
2 To l 


Not only longer-wearing—but a more comfortable— 
absolutely waterproof sole that strengthens friend- 
ships with every step! Stock it—display it— 
you'll find sales come without effort on your part! 
Black or tan—for men, women and children—each 
piece plainly stamped Panco. Order from your 
jobber—or direct. : 


PANCO RUBBER CO., Chelsea, Mass. 








TRADE MARK REG. 


Half Soles—Heels—Strips 
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HARDWARE AGE 


More Interest in Futures Seen 
in New York Market— 
Prices Are Very Firm 


OBBERS in the New York hardware market appear to 
be giving more attention to futures this year. The re- 
tailers in turn seem to take more interest in fall goods 

at this early date than is usually the custom. 

Spring and summer lines are moderately active in small, 
fill-in lots, in cases where the dealer needs a few extras to 
round out his summer stock quantities. 


Prices have been very firm. 


Vacations, and the large re- 


tailers’ outing had some effect on this market last week. 


freezers are fairly active. 


July 238, 1925 


Some Inquiries Being Placed 


on Radio Sets and Parts 


Though this is not the heavy radio 
selling season, dealers report fairly 
active sales on portable sets. Jobbers 
say they are receiving several good in- 
quiries for radio sets and necessary 
accessories. At press time the prices 
quoted were in force, and there has 
been no definite information on the 
price situation. 


JOBBERS’ QUOTATIONS Lb RE- 
TAILERS, F.O.B. NEW YORK 


Radio Receivers 

(Chelsea, 5-tube RR. F.,. $35 net: 
(‘thelsea 6-tube, R. F., $41 aes to 
dealers. 

Freshman Masterpiece, 5-tube, list 
price, $60: dealer's discount, 35 per 
cent. Dealer's net price, $39. 

Grebe Syncehrophase, M. U. l, o- 
tube storage battery receiver, or 
same type M WU. 2, 6-tube dry cell 
receiver, either model less acces- 
sories, dealer’s net price $100.75. List 
on $155. 

Gilfillan Neutrodyne, GN 1, 5-tube 
model, list price $150; dealer’s dis- 


—— .oW ave far Ovens count, 40 per cent. Same, GN 2 
Demand Is Not Heavy for PERFECTION— model, list price $120; dealer’s dis- 
No. 1 burner plain door. ..$2.50 count, 40 per cent. Same, GN 3, 4- 


Bolts and Nuts 


No. s11G 1 burner glass door... 2. 
No. 121G 1 burner glass door...4.90 


tube model, list price $65: dealer's 
discount, 40 per cent. 


Jobbers report that the demand for | “om yet 2 burners glass door.. ee Loud Speakers 


bolts and nuts is steady but not very 
heavy. Fill-in orders are being re- 
ceived in fair quantities. Prices are 


Dealer’s discount, on 10 or more, 


30 and 5 per cent; less than 10, 350 
per cent. 


Dymac, micrometer, volume con- 
trol, $6.25 each. 

K-I, list price, $18: dealers’ dis- 
count, 385 per cent. 


unchanged. Stocks are complete. re ; — Spartan, adjustable, list price $10: 
NO. 42G 2 ‘ners glass Or... . 90.29 aler’a dier : 
ERS’ TATIONS T RE. S. % Pid ae ee B.as Boos ; dealer’s discount, 40 per cent. 
JOBE Ss’ QU0 TIONS TO Dealer’s discount, 10 or more, on Dymac, loud speaker unit, $3 each. 


TAILERS, F.0O.B. NEW YORK. 


and 5 per cent; less than 10, 30° pel 


Phonograph attachment, = § adjust- 


Bolts.— Common carriage _ bolts, cent. able loud speaker unit, Spartan 
— sizes and large sizes, 50-10 per NESCO— | : brand, list price $7.50; dealer's dis- 
Machine bolts, all sizes, 40 and 10 No. 99 1 burner solid door.... $2.10 count, 40 per cent. 
per cent, + burner glass doot er ae —_ Radio Tools 
Lag screws, 40 and 10 per cent. — 010 1 burner solid door..... 1.1% Socket wrench seta. with 2 sock 
Stove bolts, 75-10 per cent: both NO. 10) I burner glass door. o 4. 40 ~ “ - ° pet .% i 0 10 _ Ar J e asses wil 
flat and round head. No, 020 2 burners solid door.... 5.35 1% with D eeeeets, o0c. ear h. 
Sink bolts, 75 to 75 and 10 per Cent. No. <I) 2 burners glass door. 0.40) vs ~—? drills, $1.35, v1.08 and $2 
Tire bolts, 45 to 50 per cent No. 030 2 burners solid door... 0.4" aad l 915 eack 
Step bolts, 33% per cent. No. 30 2 burners glass door... 5.70 cadlo tool sets, < — 
Dealer's discount, 30 and 5 per cent. Radio neiony sets, 72c. each. 


Machine bolt shields, 65 per cent. 
Prices vary in different sections of 
the city. 


Water Heaters 


Radio tap and die se ts, $2. 10 each. 
Soldering Irons 


Reneiener a are 2 , ‘e , >4- . 
spring cotters, oY -' cent. | ina I as Ra a i ll $45.00 Copper, tinned, $1.50 per doz. 

| Copper rivets ane urrs, <2 Perfection No. 412..........c0-:. 40.00 Samson, electric, 85c. each. 

cent. POTTOCEION BNO. Boho cccccccccece 80.00 Dvmac, electric, soldering kit, $1.60 


Round head iron rivets, 55-5 per 
cent: tinners'’ rivets, black and tin, 
60 per cent 

Machine screws, round head and 
flat head, iron 70-10-10 per cent, and 
brass, 70 per cent. 


Suburban Sales Are Good on 
Oil Cook Stoves 


In the suburban sections of the Metro- 
politan hardware market there con- 
tinues a good strong demand for oil 
cook stoves and other heating equip- 
ment using oil as fuel. Prices are very 
steady and stocks appear adequate. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK. 


Nesco discount, 30 and 5 per cent: 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, ‘Ete. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. : 
Discounts same as on oil cook 
stoves, ovens and heaters. 


Freezer Sales Consistent: 
Stocks Are Improved 


a 


Ice cream freezer sales while not 
heavy have been consistent in this mar- 
ket. Wholesale stocks are in better 


each. 
Radio Accessories 

Tubes. ULV. 200 or U.V. 201A, list 
price, #3 each; dealers discount 25 
per cent. 

10ld Seal, battery chargers, list 
price, $18.50 each; dealer’s discount. 
334% per cent. 

Hydrometers, 50c. each. 

Ground clamps, copper, 6c. each. 

Window lead in strips, 10c. each. 

Lightning arresters, 23c. to 2hic. 
each. 

Mica condensers, .00025 and .001, 
15c. each: .001, 18c. each; .002, 22c. 
each; .006, 36c. each. 

Porcelain insulators, 4-in. brown 
enamel, 10c. each; same, knob type, 
2c. each. 

Pyrex insulators, list price 45c. 
each: dealer’s discount 33% per cent. 

Pacent plugs, 22c. each; same, 
automatic type, 52c. each. 


ea ee 


ore 


PO tite Ske Uso * ae 


PERFECTION— s:apne to receipt of reorder shipments Radio plugs, in carton lots only. 
No. ie ~ a Whe 400408600 68005 vis.3° ‘n the past ten days. Prices are very oe —; engl 
ee, Fe BS Re Gccccnccc consis Gee , . ei ; ra , 5e 
No. 74 4 burners............... 28.50 steady and not expected to change. Grid Leaks, Megohms, 1%, 2, 3 and 
PO. Te Bains oo. 500s cn caes 39.50 JOBBERS’ QUOTATIONS TO RE.- 4 are all 9c. each. 

Perfection dealer’s discount, 30 and TAILERS: Turnbuckles, 3-in., 6%c. each: 
per cent on lots of 10 or more, on Gray Goose freezer, 1-qt., $2.45; 2- oe Se ee 29 
ess than 10, 30 per cent qt., $2.81; 3-qt., $3.35; 4 qt., $4.10 and pea. 50c Sir Moves ao 
c _ ,; 6 qt.. $5.22. nate a a ae ee ie & 

PURITAN (improved Mode!)— a Alaska and Peerless freezers each wae $1.10 each, and Spartan, $1 !0 

a ~- ~ encom sled she cin bp > take a discount of 20-10 per cent off  Rattery harness. 70c. each 
” SD B Mc ccusewcccvenewse Tee Lo as ‘ art ae , 
No. 44 4 he ees S oR 50 list. . , . : Radio antenna outfit, $1.90 each. 
wurnmersS..... — ae : Peerless ice chippers, ( vcelone ice Talking Tape 52e each 
Puritan discounts same as Perfec- chippers, Toy Town ice crushers and Ammeters 0-35 amps. " Fe. each. 
oten freezer floor clamps take a discount Voltmeters, O-50 volts, 70c. each 

NESCO— of 33% per cent. ah ‘ 

WO. SEE B DBRMO... 2... evees > ot) Power = ezers take a discount of Batteries—A, B and C 

SO. SEES DUEROTS...-. ++ +200 ++ BIe oO per ce Eveready ‘‘A,” storage battery, 9! 
a oS a. ee 29 ot White "Mount: iin freezers, 2-qt., amps., $13 each; 110 amps., $15 each. 
So. 214 4 burners...... , 65.00 $2.83 each; 3-qt., $3.38 each; 4-qt., satteries, No. 6, dry cells, ignition 
No. 215 5 burners... »oooe Coe $4.12 each; 6- -qt $5.23 each; S-qt., tvne, 26c. to 29c. each. 

“NO. 1102 high shelf only....... | 5.20 $6.75 each, and 15-qt., $12.80 each tadio “B” batteries, unit package 
“No. 1103 high shelf only... 6.50) Auto Vacuum freezers, 1 qt., $3.33 quantities, No. 766, $1.30 each; No. 
‘NO. 1104 high shelf only 5.00 each; 2-qt., $4 each: 3-qt., $5.35 each, 764, $1.14 each; No. 767, $2.44 each 
‘eo. 1105 high shelf only WGe and 4-qt., $6.67 each. No. 772, $2.44 each: No. 770, $3.09 

Nesco dealer’s discount 3° and 5 New Standard freezer, 1-qt. size, each. 
per cent $1.15 each, tadio “C” hatteries, No. 771, 3%e 


Reading matter continued on page 74 
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These are the MEN 


who are solidly behind the new policy 
of dealer protection which provides: 


has proven to be 1. LONGER DISCOUNTS—en- 
abling the dealer to give service 


by a wide margin and yet make a profit. 


the largest 
Pen 5 2.GUARANTEE AGAINST 
and the most PRICE REDUCTION, unless the 
successful | dealer is rebated. 


manufacturer of 3. EXCLUSIVE TERRITORY— 
Neutrodyne territorial franchise sharply de- 
Receivers fined and protected. 


in the World! 4. PROTECTION AGAINST MOD- 
ELS BECOMING OBSOLETE. 


5. BINDING CONTRACT direct 
Study this circle! with manufacturer (through dis- 
tributor) giving dealer absolute 
protection. 


THE NEW FREED-EISEMANN 
LINE — five and six tube sets, 
_ $75.00 to $195.00—is backed by 
5 \ Gann © ! one of the largest advertising cam- 


———— \ paigns ever put behind Radio. 


MANUFACTURERS = 
1924 / , 


. / / 
$8.295.960 


Freed-Eisemann 


The figures given 
are official. 





Write us and one of our executives will 

reply personally, giving full details. 

‘4.507130 FREED-EISEMANN RADIO CORPORATION 
urroornt sats) © Manhattan Bridge Plaza, Brooklyn, N.Y. 


| #EUTR YWE SALES | 
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The Bob-A-Lawn Mower 


The Cushman Motor Works, Lincoln, 
Neb., has just put on the market a new 
grass cutting machine known as the 
Bob-A-Lawn. 


It is claimed that it is light in weight, 


small in size and very simple in con- 
struction, and to be suitable for opera- 
tion in all kinds of lawn mower work, 
whether for the hand mower or the 
larger power lawn mower. It is said to 





be particularly adaptable to cemeteries, 
as it has been designed to work ef- 
ficiently in smal] patches, on terraces 
and among many obstructions. Patent 
has been applied for on the automatic 
unloader, which unloads the engine 
should the mower strike a stick or stone 
and stop the reel. The engine develops 
one hp. and weighs 25 lb. The design, 
materials and construction are said to 
be of the highest grade. The bearings 
are of hard phosphor bronze and shafts 
are case-hardened and ground. 

The cutting unit is the Crestlawn, 
manufactured by the F. & N. Lawn 
Mower Co., Richmond, Ind. Every bear- 
ing is a ball bearing. 

The Bob-A-Lawn is sold exclusively 
by the Cushman Motor Works, Lincoln, 
Neb., west of the Mississippi River, and 
is sold exclusively by Power Units, Inc., 
Jackson, Mich., east of the Mississippi 
River. 


New Combination Tool 


NEW combination tool, called the 


Universal Wrench, has just been 
sdae on the market by Claude Sintz, 
who is also the manufac- 
an adjustable 


Detroit, Mich.., 


turer. It is open-end 





wrench and parallel jaw plier that will 
take all sizes from spark plugs to the 
smallest cotter pin. Several sizes can 
be gripped without changing the ad- 
justment of the movable jaw. The ac- 
tion of the clamping lever permits the 
gripping of badly battered nut and bolt 
heads, round, square or hexagon shapes, 
and the tighter the tool is held the more 
viselike the grip is said to become. It 
is especially recommended for drawing 


headless nails, gripping cylindrical rods, | 
printed in white on a solid red back- 


handling corroded battery terminals or 
any other purpose where the ordinary 


- ee A er 
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wrench or plier is difficult to use. It 


is also so designed as to get into cor- | 


ners and tight places. 

It is exceptionally sturdy, being made 
of drop forged hardened steel. The 
handle has a special finish, finished in 
mottled metallic colors, such as appear 
on fine gun barrels and is said not to 
slip with moist hands. Except for a 
horizontal groove for seizing corners, 
the jaw faces are machined smooth, and 
it is claimed will not mar the piece that 
is being worked. 


} 





The eight-inch size is recommended | 


for use by repairmen, motorists, me- 
chanics and all others who require posi- 
tive and fast working tools. 


Easy Cutting Die Stock 


HE Oster Manufacturing Co., Cleve- 
land, Ohio, has recently developed 

an easy cutting, receding die stock. 
A scientifically worked out cutting 


angle or rake is said to improve the 

















efficiency of the 
dies. 
structed for quick and easy adjustment 


cutting edge of the | 
The die head of the tool is con- | 


to cut oversized or undersizes as well | 


as standard threads. 


The lead screw is protected from dirt | 


and chips by a chip shield. 


A self-centering chuck is standard 


equipment with the tool, but it can also | 

















be supplied with bushings and set 
screws. The advantage claimed for the 
chuck is the absence of set screws. Its 
capacity is 1 in. to 2 in. pipe, and’it is 
made in both plain and ratchet types. 


Additions to Dutch Boy Line 


ATIONAL Lead Company, 111 
Broadway, New York, has added 
rosin-core solder and_ $ acid- 
core solder to its list of Dutch 
30y products. The new products are 


+ 


'known as Dutch Boy rosin-core wire 


| one, 


paper labels on both ends. 


solder, Dutch Boy acid-core solder, and 
Dutch Boy rosin-core tape solder. 

Both the rosin-core wire solder and 
the acid-core wire solder are sold on 
five and fifty-pound spools. The 
rosin-core tape solder is sold in 12 in. 
lengths, packed 5 lb. to a box. 

The one-pound spools are of tin with 
iithographed heads. The five and fifty- 
pound spools are on wood with printed 
All spools 
carry a paper side label which show 
the company’s Dutch Boy trademark 


and the name of the prodvct, those for 


rosin-core solder being er in 
orange on a solid black background 
and those for acid-core solder being 


ground, 
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Improved Gas Range 


i he Elgin Stove and Oven Co., Elgin, 
Ill., has recently put out a new gas 
range. All of the body parts are made 
of heavy Armco iron, with white vite- 
rous porcelain enamel covering; even 
the cooking top and burners are enamel! 
finished. 
The oven is of triple wall construc- 








tion, the linings being made of a spe- 
cial rust resisting metal. The bottom 
construction of the oven consists of a 
heavy cast iron plate with a seven-inch 
removable lid for additional cooking 
purposes. The doors of the oven and 
broiler are hung on concealed hinges, 
leaving the entire front smooth and 
easy to clean. Grates and burners are 
easily removable. The burners are de- 
signed according to the specifications 
ot the United States Bureau of Stand- 
ards. 

The ranges may be had with or with- 
out the automatic Wilcolator heat con- 
trol for the oven, a device, which, when 
set, is said to regulate and maintain 
the proper temperature throughout the 
entire baking. 


New Fruit Reamer 


N ample sized reamer that will be 
A convenient for general use is 
™ being marketed by H. C. Fry 
Glass Co., Rochester, Pa. It is made in 
pearl coloring of heat resisting glass 





and, it is claimed, may be scalded with- 
out fear of breakage. 

Its size is adequate for forcing the 
juice from a grape fruit as it has a 
capacity for holding over a % pt. of 
juice and it is small enough to be used 
with an orange or lemon. The handle 
is sufficiently large to really grasp 
pouring and is conveniently con- 


_ structed to hang up by. 


It is packed in cartons containing 
one dozen. 
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——- || CANNING | 
a | EQUIPMENT | 
2c 1 i Good Luck Rings |_ 
i I Glass Jars 8 He 
{| . Pressure Cookers . 
























































The live hardware 
dealer says: 


‘“Canning’s a Science Now | 


‘“A woman used to be satisfied to 
cook fruit in a kettle, ladle it hot 
into a jar and sealitup. This is 
still a good way to can fruit. 


‘*But home canners have grown am- 
bitious. They want to do every- 
thing a canning factory does, and 
with modern apparatus they can 


do it. 
‘‘It pleases me. I used to sell them 
BOSTON only the jar and the ring. Now | 
WOVEN HOSE & sell water baths and_ pressure 
RUBBER CO. canners and many other pleces of 
Cambridge, Mass. equipment greatly to the profit of 
—$t~ty — my hardware store. 
BULL DOG, 
GOOD LUCK 
and MILO 


Also 


Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
Boston Spray Nozzles 
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Carving Set 


Hyco Brand 
Carving Sets 


There is no detail about the home that is uni- 
versally bought with more care than a carving 
set. It must meet the exacting needs of the one 
who uses it. 
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ae In handling Hyco Brand Carving 
* Sets you can do so with the confidence 
that they represent the design and 
workmanship of cutlery experts with 
ver 50 years’ manufacturing expe- 
rience, Back of each carving set 
stands the reputation and prestige of 
the Hyde Manufacturing Co. 
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Tell Your Customers 
Why it pays— 


to get WISS shears and scissors, 
instead of the ordinary kind. 


livco Brand Carving Sets are un- 
surpassed for high quality, all around 
service, economy and satisfaction. 


Properly priced so that they are 
ready sellers—and earn better than a 
fair profit for the dealer. Write for 
particulars. 





Hyde Manufacturing Co. 
Hyco 


Information of real value to all who use Bird Set Southbridge, Mass., U.S. A. 


shears and scissors and those who sell them. 














Sl anieeeeninnianetentineieae 


1 ‘The blades of Wiss Shears are 
double-forged, from two different kinds 
of steel. High-carbon cructhle steel is 
used for extra-hard cutting edges—and 
tough, medium-carbon steel is used for 
the handles and backs of the blades. 

2 \\iss Scissors are forged from onw 
piece, of the finest cutlery steel—since 
lightness and daintiness are essential. 

3 Both blades are perfectly tempered 
to exactly the same degree of hardness. 






THE BURNS 
BREAD KNIFE 


“CUTS LIKE WILDFIRE” 
Patented §-23-21 

- : The serrated edge cuts with each motion of 

9 The blades are perfectly ground. the hand, producing a clean cut without 

6 They are perfectly polished. tearing the bread or making crumbs. It is 

: not in a class with ordinary cheap bread 


: 
Pas 
x 
; 
7 Trained specialists adjust every pair knives, but an article of merit that you will 
: 
+ 


. 1 ° 
4 Screws are accurate to of an inch. 
1000 


so they cut easily all the way to the appreciate. The serrated edge will last for 
—— years and can be resharpened by rubbing 
8 Before leaving the factory every the smooth side of the blade on a whet- 
Wiss shear or scissor is thoroughly stone. 
tested, 
9 Every pair is guaranteed absolutely 
perfect. 


“It cuts a slice 
that’s twice as nice”’ 


The Burns Bread Knives are made of high 
grade Carbon Steel, also Stainless Steel, 
hand ground and highly polished. The 
handles are made of Cocobolo wood, which 
is also hand finished and polished, and 
fastened to the steel with three brass rivets. 


10 It pavs to buy Wiss scissors and 
shears. because they give the /ongest pos- 
sible service. 


Please write us for catalogue and prices. 


J. WISS & Sons Co. 


Established 1848 Newark, N. J. 
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Crewatone of a Callery Jelesmur 


Charlie Barker’s Guarantee 
{verage Sale Price of Pocket Knives 


By JOHN CASSIN.- 


VERYONE in the cutlery and tool business 

knows Charlie Barker of Seventh Avenue, 

Pittsburgh. His pronounced success with 
cutlery and tools is known throughout the coun- 
try, traveling salesmen delight in relating some of 
the wonderful sales Charlie has made. First of 
all, Charlie is a merchant, next he likes cutlery 
and tools. and while the sign over his door reads 
Barker Hardware Company—this store is really 
a cutlery and tool store—if one cannot obtain at 
Barker’s the cutlery and tools he wants, they will 
be difficult to obtain anywhere. 

Liking cutlery, he knows it—knows its appeal 
value—every piece of cutlery he sells is good, yet 
he won’t guarantee cutlery—if the prospective 
customer asks—is this guaranteed? Charlie or 
his boys, Jack and Mike reply—No, sir—we don’t 
guarantee cutlery—we handle only good merchan- 
dise—every piece of cutlery we offer is made by 
a reputable manufacturer, if as occasionally hap- 
pens a flaw should develop we gladly make good 
—but when it comes to guaranteeing that every 
man we sell a pocket knife to knows how to 
sharpen it or will use it-as a knife is intended to 
be used, we don’t do that. Barker’s honest guar- 
antee never looses sale—and as most pocket 
knives that are returned have been misused or 
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4d Man Who Knows 


mistreated, every once in a while someone walks 
into Barker with a knife he wants replaced—is 
it replaced? It is not (unless it is really defec- 
tive) Charlie or one of his able assistants tell the 
complainant what a pocket knife is for—it is not 
intended to take the place of a can opener, crow 
bar or any other tool—it is a knife made of good 
steel, properly finished: and handled. 

This plain, frank treatment inevitably produces 
another sale, or the article is repaired, to the 
satisfaction of the owner and at a profit to the 
Barker Hardware Co. 

A few days ago a knife was brought in with 
the claim the blades would not hold an edge— 
the knife in question had been sharpened to a 
razor edge. Barker asked the owner—what is 
the matter with it? Won’t hold the edge. Did 
you have it sharp enough to shave with? Yes. 
Well a pocket knife is not intended for shaving. 
Come here, I'l] show you how to sharpen a knife - 
—therewith leading him to the rear of the store 
and in a couple of minutes removing the feather 
edge and handing the man a knife properly sharp- 
ened with a wedge edge. Was that all? Oh, no, 
the man bought a good stone. In a couple of 


minutes he learned the kind of edge to put on a 
knife blade and how to do it. 


90 Fs 


Every cutlery de- 


& 


hy seed 


Charlie Kurzon, New York City, devotes one entire show case exclusively to pocket cutlery, and considers the investment in space and 
stock one of his best. Charlie keeps the cutlery case looking at its best and he sells plenty of knives. 
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partment and counter can sell many good stones 
at the same time increasing the good will and re- 
spect of their customers. People return to Bark- 
ers because he has the right goods and KNOWS 
HIS BUSINESS. Charlie tells me his pocket 
knife sale averages over $2 per sale. 

To many men who handle cutlery, but have not 
thought about it other than as one of their lines 
of merchandise, $2 may seem a high average— 
but is it? Everything is or should be comparative. 
Just a few years ago $2 was top price for a hand 
Saw; now many saws are sold for $5. Two dol- 
lars was a good price for a brace, now many sell 
for $4 and $5—$1.50 to $2 was the price of a 
good plane—now see what they are selling for. 
One dollar was a high price for a nail hammer, 
now many hammers are sold for $1.75, $2 and 


$2.25. Some one has said that comparisons are 
obnoxious. I hope no one will object to the fol- 
lowing. Before making the comparison I admit 


that the nail hammers I refer to are worth every 
cent they sell for. 

Take an American-made $2 pocket knife (I say 
American-made because in making price compari- 
sons with high grade tools it is necessary or at 
least fair that the pocket knife should be of the 
same high quality of material and workmanship 
and made under the same wage scale), say this 
knife has three blades and patent stag handle 
and while the steel used for making the blades is 
the best crucible process steel obtainable for this 
purpose and all the material in the knife is of 
the very best—yet that material is a small part 
of the cost, each of these blades has to be forged, 
hardened, tempered, ground, edged and finished. 
The springs are tempered and polished—the en- 
tire knife is expertly finished, filled and assem- 
bled. None of this work is rush or volume work. 
American cutlers are highly skilled artisans who 
do their work thoroughly and produce wonderful 
knives. When you consider the great amount of 
time expended by skilled artisans on American 
made pocket knives—plus the fact that the user 
always wants a good knife—one cannot help but 
believe that those who think of pocket knives in 
terms of fifty cents, $1.00 and even $2.00 do so 
only because they have not given much thought 
to either side of the pocket knife business—the 
makers and the users. What other high grade 
tool made by skilled workmen can be bought for 
$2.00, $3.00 or even $5.00 that shows the amount 





of workmanship applied to the best qualities of 
materials that is shown in the wonderful knives 
you can buy for those amounts? 

It would be like omitting the last chapter of 
a good story to leave Barkers without mentioning 
that Charlie Barker usually returns to his store 
during the early evening and most of the tool 
and cutlery salesmen who happen to be in Pitts- 
burgh gather there during the evening— its there 
where one can hear some great yarns about great 
sales, good buyers and the other kind. If some of 
those fellows who tell you by mail how to become 
a successful salesman could only attend one of 
those sessions they would either have enough 
material to last for a full course or they would 
realize the futility of their project. Barker 
claims to keep track of all the men who call on 
him with merchandise to sell—he says three new 
salesmen called last year. 

Right now the great sales volume of safety 
razor blades and razors is attracting attention so 
the talk in Salesmen’s Corner turned to razors. 
After relating and hearing how some hardware 
merchants are holding their own or better with 
these goods—Barker broke up the party with the 
following delivered from the other end of the 
store: “Tom was here sometime ago and said, 
‘Charlie, have you seen the improvement on our 
razor?’ No. ‘Did you examine it?’ Yes. ‘Did 
you examine it under a glass?’ Yes. ‘Couldn’t 
you see the improvement?’ No. ‘Neither could 
I.’ All right, Tom, send me a gross assorted—and 
5 gross packages of blades; this order is placed as 
a tribute to your salesmanship.” 

Author’s Note—Esteeming “Charlie” as I do, 
and knowing of his keen appreciation of sales- 
manship, I am sure he will not object to relating 
this story about a man whom all of us regard as 
a great salesman, and who received this order for 
1 gross of razors and 5 gross packages of blades— 
just by the use of one of the requisites of good 
salesmanship—AGREEABLE TACT. No amount of 
forceful emphasizing of the advantages of the new 
model razor would have brought the acknowledge- 
ment of improvement—an order—as quickly and 
easily as Tom’s agreeable acquiescence, prompted 
by knowing he was talking with a man who knew 
the cutlery business, and was a keen observer of 
mechanical as well as merchandising improve- 


ment. 








What Is 


ena according to some of the old school arithme- 
tics, is the difference between the price which a mer- 
chant pays for an article and the price for which he sells 
it. Some merchants and accountants call it gross profit. 

In modern trade language both are wrong. Only a 
small part of the difference between the cost price and the 
selling price is profit. Out of the difference must come 
the expenses, which sometimes absorb from 90 to 95 per 
cent of the entire margin. 

How numerous these expenses are is indicated by the 
following list suggested for study by the National Dis- 
tribution Conference organized under the auspices of the 
Chamber of Commerce of the United States: 


Profit? 


Wages, rent, heat, light, power, telephone, supplies, 
cost of capital, bad debts, freight and cartage losses due 
to markdowns, returns and pilfering; unknown losses due 
to other causes and mistakes; deliveries, selling on ap- 
proval, small purchases, long credits, styles demanding a 
wide variety, taxes, size of territory, decentralization of 
purchases by merchant and consumer, turnover, buying 
by the merchant in small shipments and broken packages. 

If the retail merchant succeeds in meeting all these 
costs out of the margin between buying and selling prices, 
what is left is profit. If not, he is out of pocket and out 
of luck.—Dept. of Commerce Bulletin. 








Reading matter continued on page 80 
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‘Smiling through” your window 


Another New 
Gillette Display 


—featuring the lower priced 





Gillette Razors. Every man or 
woman who passes your window 
will be interested in this display. 
To appreciate its appeal you must 
see it in colors. Send for it. It 
will bring customers ‘Smiling 


through” your door. 





How are the bobbed hair girls in your neighborhood keeping their necks smooth? The vogue 
of bobbed hair has broadened the scope of the ‘Gillette Safety Razor. There is an increasing 


use of the Gillette Razor in keeping the underarm smooth. Get your share of this business. 


This display will help you. 


Send a postcard for display 5TX 
Gillette Safety Razor Co., Advertising Dept. Boston, U.S.A. 














| 





SCISSORS 
and SHEARS 


“Famous since 1874” 





i 


OBBERS have always found ACME 
quality-cast scissors and shears 
DEPENDABLE. 
| 
| 





No. 2 B 10 S 43 


The largest production in the world of 


this line guarantees prompt order filling. 

Unvarying quality and fair prices are the Genuine Stag Handle, 

| keynotes of our success. A COMPLETE - ie 

ie wary. Seieet ta Sladig “canaea ama bok Sterling Silver Ferrule, 
a | Stainproof Steel Blade. 

| THE ACME SHEAR COMPANY, INC. LAMSON & GOODNOW MFG. CO., Shelburne Falls, Mass.,U.S.A. 


New York Office—36 Warren St. 











BRIDGEPORT, CONNECTICUT 

















the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
Send for our special offer! 


DAZEY CHURN & 
MFG. CO. 





STANDARD SINCE 1865 


For 58 years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemen. We 
make both kinds. 


maker. 





4301 Warne Ave. 


American Shearer Mfg.Company St. Louis, M 
e ouls, oO. 


Nashua, N. H. 


° ° SHOE SLOYD 

: S OYSTER 

Says this advertiser, PRUNING KNIV RUBBER 
PAPER PATTERN 


“We are pleased to advise that we have succeeded 

in getting compilers from the advertisement we HANGERS’ MAKERS’ 
ran in your publication, and we give it as ou; 
opinion that for anything connected with the hard. 
ware business, Harpware Acs is, without a doubt, 
the best medium fer advertising.”—J. H. Yewda!s 
& Sons Co., Milwaukee. 


It pays to use the Classified Opportunities Sec- : 
ROBERT MURPHY’S SONS CO., Ayer, Mass. 


tion of Harpware AGE. 




















Send 
for 


Catalogue 
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Aids to 
Salesmanship 


If a hardware clerk has or can 
develop a pleasing personality— 
If he has tact and good judg- 
ment in handling a customer— 
He can be more than a clerk, he 
can be a successful salesman if 
he can add to his equipment a 
thorough knowledge of the mer- 
chandise he is to sell. 


No one can confer personality, 
tactfulness and good judgment 
upon another but selling infor- 
mation can be readily supplied 
to all who have the desire to as- 


similate it. 


The advertisers in HARDWARE 
AGE are trying with enlightened 
self-interest to help their sales by 
helping you sell more success- 
fully. Take advantage of the 
help they offer vou. 

lor instance in this issue note 


the following: 


A Saw for Every Purpose....Page 09 


Do You Know the Uses of Chain? 
Page 135 


Simplifving Your Stock...... Page 21 
Paint Up the Store Front..... Page 22 


Keep Up with Saw Develop- 
| eee eee eee 


Page 26 


Many Styles in Garage Door 
GS 6 ccwenencnaes4 Page 2% 


Selling Lamps to Your Fellow 
ND 4 ies 0a dee eet Page 86 


Cure Your Customers’ Hose 


SD: SuvsWdene sce we 8 Page 92 


How to Sell More Incubators. .Page 97 











Proper Use of Business Statistics 
Urged by Chamber of Com- 


merce Department 


tics by trade associations, along the lines laid down 

by the recent decisions of the United States Su- 
preme Court, is strongly urged by the Department of 
Manufacture of the Chamber of Commerce of the United 
States in a bulletin just made public. 

The bulletin starts out by saying that “for years trade 
associations have been faced with doubts about statisti- 
eal activities in which they could lawfully engage. The 
members of many associations had come to fear that 
statistics of any kind were, in the opinion of prosecuting 
officials, interently wrongful, when they related to eco- 
nomic activity, although in every other walk of life sta- 
tistics were held in high esteem. 

“In this situation the Supreme Court itself has granted 
relief. On June 1 it handed down its opinion in two 
cases brought by the Department of Justice against trade 
associations, holding that tke statistical activities of 
these associations were lawful. Thus, these opinions 
serve to indicate for all trade association that there is 
no violation of the Federal anti-trust laws if they gather 
and distribute the essential business facts which the Su- 
preme Court described. 

“With the clearer understanding of this liberty under 
the law (which remains unchanged), there is no bar to 
the development and proper use of business statistics. 
This clearing of atmosphere should mark the passing of 
guessing as to the facts concerning our commodity pro- 
duction and distribution, provided there is a willingness, at 
source, to supply the information. It is in the hands of each 
member of an industry to make possible complete and 
accurate figures for his line by his own contribution. 

“It should be borne in mind,” the bulletin goes on to 
say, “that the favorable rulings of the court in the so- 
called ‘Cement and Maple Flooring Cases’ were based on 
the facts adduced in each case, just as their previous 
rulings in the Hardwood and Linseed Oil cases were 
predicated on facts obtaining in these cases—the law 
remaining unchanged. 

“With these rulings as a basis, trade associations will 
undoubtedly appreciate the opportunity of rendering to 
their constituencies invaluable service by providing means 
for the gathering and reporting of statistics dealing with 
such important trade information as producing capacity, 
orders, shipments, stocks and markets as shown by prices 
on closed transactions. 

“In the renewing of. statistical activities, it is timely 
to suggest simplification of methods and forms in order 
that the information which is found be obtained and 
presented as quickly and accurately as possible at the 
minimum of expense. Such uniformity will enable the 
transmission of information gathered in the form of 
charts or graphs when desired much less cumbersome than 
presenting great masses of figures. If uniformity of 
method is observed, it would greatly simplify the matter 
of not only charting a given line, but also including such 
other lines as may be of collateral interest or important 
in comparing the trends of the industry. One of the 
important essentials of statistics is that they shall be 
fresh as well as dependable. A very encouraging num- 
ber of trade associations are at present engaged actively 
in gathering and distributing such information and many 
others are familiar with the methods of doing so prop- 
erly.” 

The Department of Manufacture announced that 
will cooperate with trade associations interested and will 
endeavor to bring about the contribution and interchange 
of information and experience which will prove of interest 
and value in this work. 


1) EVELOPMENT and proper use of business statis- 


it 
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| Direct by Mail Advertising 
as Done in 1879 


ORTY-SIX years ago S. W. Cornell, hardware 
merchant at 121 Court Street, Brooklyn, N. Y., 
received this circular sales letter from Spencer 
& Underhill, hardware wholesalers, then located at 


SPENCER & UNDERHILL, 
4{mporters and Plealers in American and $ oreiqn Barware, 
94 CHAMBERS STREET 


AMERICAN SCREW Co's Wood, MacHINE anND Rall Scaewe, Stove aNd Tine Bors, Rivers, & 
D = “ 


O AMES & Sons’ SHOVELS SPraprs an P & Fieto & Sona Tacks, BRapa, Nauta, & 
cE. W. Guwone & Co8 aap anv T Hisar G F Warner & CO 8 CARataGE Clamps 


W.2 8. Borcnen’s Ever Toors NICHOLSON FIL® Co's FILes 


GENERAL HAROWARE 


few Yoh GP Vo, whad079 


Qeat Get 
Ye have um stack a fete lene of the fetavang 
i 


— y 4 a ; ’ J 7 y , 
Aguculiutal Goats 4%? tasi(che te wautd te pleased fa 


Address P, O. Box 2383. 


cecttue yaut atde t4 


O. Ames Gg Sons’ Shovels, Spades and Scoops. 

Sheble G Fisher’s Hay and Manure Forks, and Potato Hooks 

Tuttle Mfg Co's Cast Steel Hoes and Rakes 

Ualleable Iron Lawn and Garden Rakes 

Wood Lawn and Garden Rakes. Garden Trowels, 
Garden Forks. 

Shuffle Hoes. 


Border Knives 


Hastam’s English Grass Hooks. 

Grass, Lawnand Grain Scythes. 

Genuine Tatlacre Scythe Stones. 

Amertcan Scythe Stones. Bush Hooks. 

Praning Shears... 

Secor'’s Weeding Hooks. All kinds of Handles, ¢c. 
Floral Sets tn -Boxes. 


Scythe Pifles. 


Yours Truly, 


SPENCER & UNDERHILL. 


PFs ow Cp fliraleeg 


99 Chambers Street, New York City. The letter was 
filed and for the time forgotten. 

Recently Frank E. Cornell, secretary and treasurer 
of the Montauk Paint Manufacturing Co. of Brooklyn, 
and a son of S. W. Cornell, came across this interest- 
ing sample of direct by mail advertising and sent it 
to Herbert Lawrence, president of Underhill, Clinch 
& Co., at 84 White Street, New York City. This firm 
in the hardware jobbing business is the successor 
of the former Spencer & Underhill, founded in 1875. 
The Cornell, store in Brooklyn is today one of the 
leading retail stores in this country, ably managed 
by H. A. Cornell, another son of S. W. Cornell, who 
founded the business in 1853. 
~ In this historical hardware circular letter we note 
there are no prices quoted. The name is filled in 
by hand. At the bottom of the letter we read “Prices 
on Application.” Today we find most of our circu- 
lar sales letters contain prices and names are 
usually filled in by typewriter or mechanical ad- 
dressing machine. 

Some of the lines mentioned in this old circular 
sales letter are still active items in the present day 
stock of both the jobber and retailer mentioned. 

Circular matter of the present day hardware job- 
ber differs greatly and the contrast should be of 
more than passing interest to hardware men. We 
should be very pleased to receive other historical 
hardware literature should any of our readers have 
such available. 
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A Quick Seller 
at a Good Profit 


OMEN who come into your store will 
want this practical,time-saving preserving 
utensil the moment they see it on your counter. 


The preserving season is now at its height, 
and your biggest seller, at a good profit, is 


Everedy Strainer Set 


Strainer Stand— Round edged, adjustable to any kettle 
rim. Spring steel, nickeled. Folds up when not in use. 
Strainer Bag — Made of specially woven strainer cloth. 
Filter bag — Made of heavy napped filter cloth. Both 
bags hold a gallon. Diameter, 11 inches. 

COMPLETE SET RETAILS FOR $1.25 


Free Home Trial Offer 


Send the coupon TODAY for the Everedy Strainer Set, and the Recipe 
Book, ‘100 Time-Tested Recipes,’”’ for your wife. If the Strainer Set 
makes good, and you decide to send us an order fora dozen or more, 
keep the trial strainer free. Otherwise send it back at our expense. 


—- = -- Mail This Coupon Now @° 22 2e2e2ee*22 ' 


FREE TRIAL COUPON 
EVEREDY CO., Dept. A, | East St., Frederick, Md. 


i 

i 

i 
GENTLEMEN: Send me FREE for trial in my home, Everedy Strainer 
Set complete, and Recipe Book; the Strainer to be returned at your 
expense if not satisfactory. , 
Price $10 per Dozen Sets ' 
I 

l 

! 

| 

! 

i 


My Name _.-. 
My Address shone Geaeee Gace 






THE EVEREDY COMPANY 
Frederick, Maryland 
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(Reg. U. S. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 
DRIVE SCREWS 

STOVE BOLTS 


Quality Service 


Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 














Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular? Good advertising 
and the thought it contained: To save 
property as well as improve its appear- 
ance. 

Now Paint, like advertising, can be 
made to work wonders. 

But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 
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England 


(Continued from page 40) 


ing men are willing to take lower wages and are 
working more hours per week. As a result, the 
cost in many lines of goods on the Continent is 
much less than they can be manufactured at in 
England, the natural result being that England 
is losing this business. When factories can not 
be run at a profit, they naturally shut down and 
then we have unemployment, which we have been 
trying to temporize with by this miserable ex- 
pedient of the dole.” 
* * *K 


Another thing I noticed in England was that 
the Englishman is becoming nervous. In times 
past he has always kept up a bold, firm front and 
has always jokingly said, “We will muddle 
through somehow.” This time it seemed to me 
that the Englishman had lost a good deal of his 
former confidence. He is frankly worried and 
nervous. Back of it all, however, I could feel a 
grim determination to see things through to a 
finish. 


* * * 


The merchants of England are the best mer- 
chants in the world. They are far-sighted and 
patient. They are men of honor. You can de- 
pend upon their word. England today, in my 
opinion, is carrying on her back the civilization 
of the world. If England breaks down, civiliza- 
tion will disappear and we will go back to the 
Middle Ages. 


a * * 


While it may not be popular to make the state- 
ment, I am convinced that the very future of the 
United States depends upon whether England is 
able to maintain her position in the world. There 
is a moral stamina in the Englishman that one 
does not find in other nations in Eastern Europe. 
The Englishman is frank and straightforward. 
At times he is almost blunt, but when he agrees to 
a thing, he stays put. Some of these other na- 
tions in Hurope, through centuries of personal 
trading, of bargaining, where they sit on a rug 
and hold hands and sway to and fro for 
hours while they bargain, are full of the idea of 
outwitting the other fellow. You know, in this 
Eastern trading, as long as they hold hands, the 
trade is on. If they let go, then the trade is off. 
Now, with this kind of trading and bargaining, 
it must be understood that there are no rules of 
the game. All holds go. This system of doing 
business permeates right up from the small trad- 
ers into banking, big business and into govern- 
ment. In other words, when you trade with some 
of these countries, the old Latin maxim must be 
constantly remembered: “Caveat Emptor’’—let 


the buyer beware. 
* * 


If England cracks, if England lets go, then God 
have mercy on the world! All these little coun- 
tries, these little politicians, these little tribes, 
these little narrow religionists, will fly at each 
other’s throats. It wil not take us long to fall 
back into the Dark Ages. Neither Jife nor prop- 
erty will be safe. 
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-Even on an English ship the condition of the 
world is illustrated. The cleancut, well trained, 
well disciplined English officers were in charge. 
They were pleasant and agreeable, but always 
they were watching their jobs. Many of the gen- 
tlemen from these Eastern countries spent most 
of their time in the smoking room gambling. Of 
course their favorite game was poker. They had 
a wonderful time laying in wait for, and putting 
it over, each other. The faces of these gamblers 
were a study. Let me repeat that I could not help 
but see in these cool, strong, well organized and 
well disciplined officers of the ship standing in 
the background and getting us across the ocean 
safely, and in this gang of noisy, vulgar, undisci- 


plined, over-dressed and over-fed gamblers, a. 


pretty fair illustration of the condition of the 
world today. Suppose this gang of gamblers was 
suddenly placed in charge of the ship! What 
then? 

I had a long talk with a very intelligent English 
diplomat. Just to draw him out I remarked, “‘Af- 
ter all is said and done, isn’t it apparent that in 
the present condition of the world the only answer 
is that the United States and Great Britain, the 
Anglo-Saxons, must get together, join forces and 
straighten out the world? Why isn’t it done?” 
“You do not understand world politics,” he an- 
swered. “What you say might be the practical 
solution, but did it ever occur to you that if ever 
the Anglo-Saxons of the world were known to be 
united and standing together to rule the world, 
immediately all the Latin nations would unite in 
opposition? With these Latin nations would also 
unite many Orientals and the discontented and 
dissatisfied of the world. No,” he replied, “it is 
much better for the United States and England, 
while maintaining friendly relations, to work to- 
gether at least without any official treaties or al- 
liances.”’ 

st: 

Have we overdone the go-getter business? 
Have we drifted into a period of, not frenzied 
finance, but frenzied selling? Are there not cer- 
tain permanent, lasting, satisfactory values in life 
that we Americans have almost forgotten? There 
is a good deal of strength in being able to sit and 
wait. When I look back upon life I am impressed 
with the fact that some very energetic people have 
not achieved nearly as much as some of those 
who had the ability to wait. Rome was a great 
nation of “go-getters,” but what happened in 
Rome? Those who sat and waited conquered 
Rome. 








COMING CONVENTIONS | 








AMERICAN HARDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Atlantic City, Oct. 21, 22, 23, 1925. 
Headquarters, Marlborough-Blenheim. F. D. Mitchell, secretary- 
treasurer, 1819 Broadway, New York City. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Atlantic City, Oct. 19, 20, 21, 22, 23, 1925. Headquarters, Hotel 
Ambassador. T. James Fernley, secretary-treasurer, 505 Arch 
Street, Philadelphia, Pa. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARD- 
WARE ASSOCIATION, INC., CONVENTION AND EXHIBI- 
TION, Commercial Museum, Philadelphia, Pa., Feb. 15, 16, 17, 
18, 19, 1926. Sharon E. Jones, secretary, 604 Wesley Building, 


Philadelphia. 
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NONE BETTER 
@ Socket Wrench Sets 
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ply of 
these 
lea flets, 
in two col- 
ors, with 
vour imprint, 
vours for the 
asking. 


Sales Helps 
that Help Sales! 


You can put the Display Carton, 
attractively labeled in maroon and 
green, on your counter. That will 
help you sell the No. 20 Combina- 
tion Set to those who come into 
your store. 


You will make other sales by en- 
closing one of the leaflets with 
your mail. 

Either way 
brings sales, 
and sales, 
-on this set, 
as on any 
of the nine 
NONE BET- 
TER sets, 
mean prof- 
its. 


Sold through Job- 
bers only. 


The complete catalogue will make it casy 
for you to make out your orders. 


The New Britain Machine Company 
198 Chestnut Street 
New Britain Connecticut 
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Bearings for Every 
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Y, 
5 No matter what your bear- 3 
SS ing problems are, we can ZY 
SS aid you in obtaining just the ZG 
bearing you need and—at LG 
~ G/ 
S moderate cost. 'G 
Yj 
’ —~ e 79 ° f , 
; “COMMERCIAL” Annular Ball Bearings Y Ly 
have a thrust load capacity in either direc- YY 
SI tion up to 50% of their radial load capacity. Yj 
S] This is a most essential feature and adds OY 
greatly to bearing life and adaptability. CH; 
? My 
SY Long life, better service, excellent quality— Gy 
these are the factors which have given to (IZ 
this bearing its universal popularity. ZF 
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CS-630—1is used on textile machinery. It was designed A 
by the purchaser as are many of the 700 special sizes — 
= of “Commercial”? Annular Ball Bearings and Rollers. AZ 
: Highly developed facilities make possible the economical CZ 
- manufacture of special bearings. <= 
; Send for Illustrated Catalogue, Zz 
? Discount Sheets and Samples = 
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American Galvanoid 


Screen Wire Cloth 


Heavily zincked after 


weaving by our electric 
process. [Transparent coat- 
ing of varnish baked on. 
Wire especially drawn and 
tempered. Even mesh and 
selvage. Rigid inspection. 
A red lettered tag on every 


roll for protection 


your 


against inferior substitutes. 


Galvanoid is the recog- 
nized leader throughout the 


hardware trade. 


We also manufacture Amer- 
ican Painted, Galvanized, Cop- 
per and Bronze, as well as 
special grades. Samples and 
complete information will be 


sent to you upon request. 





American Wire Fabrics Corporation 


Subsidiary of 


Wickwire Spencer Steel Co., Inc. 


General Offices: 41 East Forty-second Street, New York 


Western Sales Office: 208 South La Salle Street, Chicago 
Worcester Buffalo Cleveland Detroit 
San Francisco Los Angeles Seattle 
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OILING 


gt A LF“ TRADE NAME 


BULLDOZER 
DEEP WELL | 
WORKING HEAD 


No need to look afar for 
power pump business in this day 
and age. Prospective purchas- 
ers are on every hand. Sales 
are correspondingly numerous 
for those who sell and _ install 



















Myers’ Self-Oiling Power § 
Pumps and Water Systems. § 
The field is no longer restricted. | 
Owners of homes, farms and 
country estates buy the MYERS § 
while dairymen, manufacturers, 
hotel owners, mill and mine su- 
perintendents and others do like- 
wise And every day users of 
power water facilities increase. 






Freezin 
det Leng | 
Reach all of this business— | 
reach it successfully and to your 
entire satisfaction—reach it with 
profits through the MYERS. 
Numerous’ patented __s features, 
| 








minimum cost to install and op- 





aw oRP erate, increased volume, perfect 
Working Head safety, dependability in styles 
Attached to and sizes for every service, to- 





Motor gether with consistent vear 
through publicity are proving to 
be wonderful trade assets for 
hundreds of dealers who sell 
nothing but the Myers line of 


“tHonor-Bilt” Pumps. 
es We are ready to send catalog and quote 
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Tr FE MYERS & BRO.CO.Ashiand Ohio. 


—ASHLANED PUMP AND HAY TOOL WORKS" 
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Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


TAUATT TTT 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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These businesses use artificial light 
every summer night 





Bakers Libraries 
Barber Shops 


Drug Stores 


Lodging Houses 


Movie Theatres 


Garages Newspapers 
Hospitals Pool Rooms 
Hotels Restaurants 


Iee Cream Parlors Summer Parks 














Every One Is a Prospect for Hygrade Lamps NOW 


~HYGRADE LAMP CO 


GE OFFIC 
‘saa apenas VY save Mass 




















GRIFFIN- 





the hinge that is uni- 
form in size, beauti- 
ful in appearance, 
lasting in finish, life- 
long in service —the 
product of one of the 
largest wrought steel 
hardware manufac- 
turers in the world. 


GRIFFIN MANUFACTURING CO. 


45 Warren St.NewYork ERIE,PENNA. TAW. Lake St.Chicago. Ml 




















July 23, 1925 HARDWARE AGE 87 





“WE HANDLE THE WORLD” 





TURNER, DAY & WOOLWORTH HANDLE CO. 


INCORPORATED 


LOUISVILLE, KY., U. S. A. 





REGISTERED BRANDS 





REGISTERED BRANDS 





DANIEL BOONE Every handle bears one of our registered PERFECTION 
AMERICAN BEAUTY labels or stamped in end “T. D. & W.” TRIUMPH 
DAISY Fifty-five years of service. Old time HERCULES 
SUN FLOWER standard of grading. The kind your SUCCESS 
PEERLESS forefathers used. EAGLE 

I ROYAL OAK 








BEAUTY 
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The Customer with a Hobby 


He usually has one little plot, carefully cultivated, grow- 
ing every sort of a vegetable that’s sold by the package. 
Perhaps a set of tools—good tools—a few garden imple- 
ments and a deep-seated faith in his hobby—/us home. 


He isn’t so hard to please—just a little economizing, doing 
his own repairs during the week-end and depending on his 


_ PAINTED SCREEN ; 
home-town dealer for supplies—and advice. 


WIRE CLOTA, 


If you pass his home some time this Summer look over his 
rescreening job. “Perfect” was a good selection. -You will 
be glad you recommended it. 


Your Jobber stocks “Perfect.” 


BN UN HLULLUN 


LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 


SAWN UNIUANALUNTUIH 
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The Importance of COES Rigid Inspections 


To insure every dealer against having to ever re- 
place an imperfect Coes Wrench, we maintain a 
continuous and rigid system of supervision over 
the making of each part. 


During the entire process of manufacture and as- 
sembly each Coes Wrench is subject to sixteen 
separate, thorough inspections. 


Think what this extreme care means to you who 
sell the Coes, as well as your customers who use 


the Coes. 
Ask Your Jobber to Supply You. 


COES WRENCH COMPANY 


Known “In business since 1841” Steel-Handle 
Model 


Everywhere 
ed Worcester Mass. 6” to 21” 


SELLING AGENTS 
mm Gs Bieter 4 Coen. ce cccwcvcens 29 Murray Street, New York 





John H. Graham & Co., 113 Chambers Street, New York Fenwick Freres, 8 Rue de Rocroy, Paris, France 
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BRASS CASED PISTON ROD 












STRAIGHT-LINE PUMPS 


You can’t fail to interest your trade in the 
exceptional features of construction of 
Deming Straight-Line Pumps. Here are a 
few points selected at random from a 16 
page booklet which you should have to thor- 
oughly understand the sales possibilities in 
these pumps: 

I—STRAIGHT-LINE CONSTRUCTION of bearer 


prevents side play of piston rod, thereby reducing 
friction to a minimum and assuring unusually long life. 


TEEL CONNECTING RODS 


FLANGED BEARER 
sFCURPEO BY FOUR BOLTS 
i AIR CHAMBER TUBE 
ATTACHEO TO BEARER 


,LEVER FOR HAND OPERATION 


a 


NUT AND TUBE FOR HOSE CONNECTION 


DIE CAST RENEWABLE BUSHINGS 


e 








ae 
“~*~ Gam 


2—PERFORMANCE: Will deliever water at spout: 
force it through back outlet to house, barn, and out- 
buildings or when furnished with air compressor can 
be used for pumping into compression tank. 
3—LUBRICATION: Pinion shaft and crank shaft 
run in bath of oil. 

4—OPERATION: Deming ‘“Straight-Line’’ Pumps 
operate by hand, windmill, gasoline engine or electric 
motor. With pneumatic tank, electric motor and 
switch, an excellent water system is obtained. 


Get your share of the Deming 
>. ia “Straight-Line” sales. We will gladly 
—_ was tell you how to start. 


The Deming Co., Est. 1880, Salem, O. 


DROP PIPE FLANGE 


a ii 
6. 





PSMACHINE CUT GEARS 
FULLY ENCLOSED 


WMSE BASE COVERS WELL CASING ANC 
KEEPS OUT SURFACE WATER 


TOP OF WELL CASING 
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we 7 BELT DRESSINGS =” 


The life of a leather belt depends upon the good judg- 
| | ment with which it is selected, and the care it receives 
Abuse and neglect are the principal enemies, and where 
f | these are eliminated a long life may be expected. 


DIXON’S SOLID BELT DRESSING 


Recommended for quick action, as it may be applied 
without stopping the machinery. It may be safely used on 
leather, rubber or fabric belts without clogging, hardening 
or cracking the belt, even after years of use. If applied 
sparingly at interv als it will preserve the belt and prevent 














ae 
loss of power through slipping. 
. 4 To apply, simply tear away a small portion of the paper 
I cover to expose one end of stick. Hold this against the 


pulley side of the moving belt: use only a little at a time. 


PASTE DRESSING 


Dixon’s Traction Belt Dressing is for leather belting 
only. It penetrates the fibre and restores the vitality. It 


















































0 is especially valuable on belts exposed to spattering water, 
, steam, dust and chemicals. 
Also excellent for manila transmission rope. 
j Write for dealer prices 40-O. 
) JOSEPH DIXON CRUCIBLE COMPANY 
Q : JERSEY CITY, N. J. 
|| | \\ Established 1827 A 
0 
— an ‘ 


















THE SHELBY LINE 


Builders’ Hardware 
of Every Description 


These are only a few of «he articles 
included in 


THE SHELBY LINE 


errata ae Shag ee PS pei 
; 


Oia” 
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Write for Catalog 


\) The Shelby Spring Hinge Co. 
Shelby, Ohio 


COAST REPRESENTATIVES 





Pond — Specialty Co., Los Angeles, Calif. 
L. Herman, Seattle, Wash. 
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We Can Supply Both Style 


Dealers who sell Boller Mop Wringers and Ezy- 
Squeeze Mop Squeezers are protected by a reputa- 
tion of 28 years’ standing. We guarantee these 
popular lines to give entire satisfaction to every 
customer. 

Your Jobber can supply you promptly from our very 
complete stocks of 34 different styles and sizes. 

Mr. Jobber: Your purchase of both types from one 
source saves time and the annoyance of keeping 
two accounts. 


ees PETER PjOLLER MACHINE WORKS 


126-128 N. Curtis St. Chicago, IIl. 





For 
Homes, 
Offices, 


Factories 
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Wherever Thermometers 
Rise—Peerless Fans 


The Peerless Electric Company 


Fills from the top, easy to keep clean and wholesome. 
The double wall construction keeps water cool in sum- 
mer, and retards freezing in winter. Feeds automat- 
ically, no valves. Heavy galvanized iron in three sizes, 
one, two and four gallons. A great favorite with the 
poultry man. 





Write for catalog of Moe's Big Line of Equipment. 


HOEFT & COMPANY, INC. 


Manufacturers 
North Chicago, IIL 


Y~ 
SENERATORS 
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2305 Davis St. 
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Saunders Norvell Says, 
“Know Your Merchandise to Sell It” 


The man who can explain the construction, who _ thing better, this sells for $3.50.” If you press him 








can give an interesting, detailed account of the 
manufacture of a piece of cutlery, is the man who 
is going to sell it. 


Put yourself in the consumer’s shoes. What 
would you think of a dealer who, after he has 
learned your need, starts a sales argument some- 
thing like this, “Well, here’s a nice knife I can let 
you have for $1.25; of course, if you want some- 


for an explanation of the difference, you get a 
meaningless little speech on “better quality.” 


He simply doesn’t know his goods. 


But his case is not hopeless. Moreover, he 
doesn’t need a “Five Foot Shelf of Books” to learn. 
The cutlery articles in HARDWARE AGE are an edu- 
cation in the construction and merchandising of 
cutlery. Study them carefully. 
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WHICH STORE FRONT PAYS BEST? 






















Which hardware store attracts the most 
attention—draws the greatest patronage— 
pays the most profit? 


That store is the one made conspicuous 
and dominant, both day and night, by the 
Flexlume Electric Sign. 


Flexlumes have enduring beauty and 
utility built into them by a responsible 
organization that has specialized in qual- 
ity electrical advertising since 1910. 


That which has substantially increased 
the business of thousands of other hard- 
ware merchants is well worth your inves- 
tigation. Write for photoprints showing 
Flexlume in use and facts about its profit 
possibilities for you. 











We also build exposed lamp and other 
types of signs for those who prefer or 
require them. 


FLEXLUME CORPORATION 
1230 Military Road Buffalo, N. Y. 


Factories also at 
Detroi é. Los 
Angeles, Oakland, 
Calif. and Toronto, 
Canada. 


The Day-and-Night Sign 


MA rs UArT 


Phone “Fle x- 
lume”’—All 
Principal Cities. 
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WE PAY THE FREIGHT 


<W.W. BABCOCK C2 


Ltenaiag am N.Y. 
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The Hose Is Not Always to Blame! 


Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an important 
part in the life of a garden hose. 

Sherman Wrought Brass Fittings are the standard mainstay of dis- 
criminating dealers. Permanent, rustproof and of the highest quality 
material. They offer longer wearing features. When you sell hose 
sell Sherman Fittings. They cost no more. 





Sherman Hose Couplings. The best that Sherman Heavy Wrought Brass Clamps. 
can be made. Of fine appearance with The Genuine. Rust-proof clear through. 

i eeneiinn ene Gein onl Gen No other material will last on hose like 
a . P» brass. Sherman Clamps are made to give 
clean corrugations. Made in %—%—% satisfaction. There is a clamp for every 
and % inch sizes. purpose and any size. 


(Patented) H. B. SHERMAN MFG. CO. - BATTLE CREEK, MICH. 





(Patented) 











Burglars 


Foiled! 


In an attempt to 
force or jimmy a 


KEIL 
Burglar-Proof Lock 


Challenges the burglars’ jim- 
my, saw or wedge. The only 
lock in the U. S. guaranteed | 
by the Underwriters’ Labora- | 
tories. All burglary insur- 





Tool Cabinet 


Agreat help inkeep- 
ing tools from wan- 
dering. The shelves 
are adjustable on 3” 
centers. The door 
has a cylinder lock. 
Dimensions: height 
ae width 24", depth 


Francis Keil ance companies accept it. 

& Son, Inc. Write for illustrated booklet 
> and trade prices. 

Hstablished 1876 

401-425 East 


163rd Street, 
New Yerk, N. Y. 


Bolts shoot out 
perpendicularly 
—turn and rest 
horizontally in 
locked position. 
Cylinder pat- 
tern. 


= KEL 


Lupton 
SHOP EQUIPMENT 
of Steel 


REMAN'S Desks, Tool Cabinets, Bench Legs, 
Bench Drawers—all made by Lupton of dura- 
ble steel—find welcome places in the modern plant. 
The long life and convenience of these steel articles 
commend them to the economical buyer. 
Write for catalogue D 
DAVID LUPTON’S SONS CO. 


© 1925 \ 2235 East Allegheny Avenue, Philadelphia f 





























In a Close Corner or THE STANDARD 
on Ordinary Work— “S” WRENCH 


The Bemis & Call Improved Adjustable “S” Wrench has 
the knack of getting around parts in confined places as 
well as providing the mechanic and layman with a gen- 
eral purpose tool. 

It is THE automobile wrench. Strongly constructed and 
easy to adjust with thumb of the hand holding it. 


A high quality B. & C. guaranteed product. Graceful in 
design, carefully hardened and tempered. Write for 


BEMIS & CALL CO. 


Springfield, Mass., U.S. A. 
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A GUIDE TO BETTER BUSINESS _ | 


Heller’s Reference Book on Hardware Stgre Fixtures will 
be mailed free upon request to any Hardware Dealer. 








Every one of the scores of beautiful pictures and every line C 
of the reading matter is designed to increase sales in oupon 
S ye r 
aaEEES Sveees W. C. Heller & Co. 


Many of the interesting problems solved in modernizing 
over 2000 Hardware Stores are made clear. _ Always the 
Dealer writes, ‘‘You have increased my sales.’ , m r 
The display difficulty that has baffled you has probably al- Please send without charge 
ready been solved in one of these many Hellerized stores. 


Montpelier, Ohio 


and without obligation on my 


It need bother you no longer. Ask for your copy of part the reference book on 
Reference Book No. 27-A. ete Giese Patan ab 
W. C. HELLER & CO famies-ts teases das 

; : 7 Magazine. 
Main Office and Factory: EO Ee re 





700 Wabash Ave., Montpelier, Ohio 


Eastern Display Room: 
20 Vesey St., New York City 


PE. 6.0 ctsoeeeoresceeese 




















STAR ARMSTRONG’S 


Hac k Me oaROceORT OM * 
Saws © © © © 


Improved Nipple Holder 
Our New Special Flexible Blade 


Practically unbreakable, both as to blade and teeth 

No. 20 for No. 2 Stock 
Range %4—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 









We offer this blade for your approval, 
to be used where tough stock and awk- 
ward angles for cutting result in great 


breakage. 
The right nipple is always on the job 


“MAKERS SINCE 1883” when you carry one of these tools. 


Clemson Bros., June. . 
Middletown, N. DV. The Armstrong Mfg. Co. 


Bridgeport 
We have something to Tell You About Hack Saw Conn. 
Blades—Write for Booklet 
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READING 
CUT NAILS 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 








It isn’t hard. Every mechanic needs the entire set in his work, and it 


72% Greater Holding Power 
Than Wire Nails 

resolves itself to a question of selling him once or seventeen times. Bring 

out the value of the case, its use in keeping the bits in order and near at 


gene pt lly ig READING IRON COMPANY 


level to guide them. They cut from the outer rim. The entire surface is 


at work all the time; no jagged ends; every part of the work is smooth and . : 
Liman” Reading, Pennsylvania 
Let nd talogues, Order through your jobber or direct. 
“The P pone wesc cee ti Also makers of RICO Hard Cut Floor Nails, made to 
rogressive Manufacturing . drive into hard wood without bending 


TORRINGTON, CONN., U. S. A. 























Paint Your Store First 


and let the power of suggestion get to work selling paint. 


Suggestion can be used in many ways. Good displays suggest the 
need of new paint. | 

Your Chamber of Commerce should be glad to push a “Clean Up 
and Paint Up”’ Week, which will suggest the need of painting to every 
person in your town. 

The fourth issue every month of Hardware Age brings you facts and 
ideas about paint merchandising. 

A special section in this issue carries the advertising messages of the 
foremost paint manufacturers. 


Read what other successful hardware dealers are doing to push paint 


sales. Learn how the paint manufacturers are willing to help you. 


Clean up and paint up your own store, put in some good selling dis- 
plays, and let the power of suggestion roll up paint sales and paint 


profits. 
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The Improved air duct increases the heating 
capacity about 30 per cent in our 


WASHINGTON 
HOME FURNACE 


Placed above the floor, hence saves 
the cost of digging cellar. 

Produces circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 
(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 


harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one e T 
third less.) Made in the same plant 


in which we manufacture 100,000 


Washington Stoves and Ranges an- * 
nually. Can ship promptly, as we 1 
now manufacture fifty furnaces per 





day. 
. are used as bumpers on pianos, 
Hot Blast Fire Box closet seats, and to receive the 
saat - thrusts of drawers, also to prevent 
ee ee noise and marring to such as they 


beautiful and most expensively con- 
structed furnace now on the market. 


Gives the consumer an excellent value 


are attached. 
Stem Tips, made in thirteen sizes, 





eS aae and the retailer a handsome profit. especially designed for chair legs 
Write today for exclusive agency and prevent the _ scratching of 
Patent No. 12494 plan; your district may be open. floors. Absolutely noiseless. 


We make a large variety of rub- 


Gray & Dudley Company ber specialties. Send for catalog 


and prices. 


NASHVILLE, TENN. ELASTIC TIP CO. 


‘‘We melt more than 100,000 } a of 
Southern pig tron per.day. 370 Atlantic Avenue Boston, Mass. 




















OBERG’S FILES Mr. Motorist— 


tes en wala Biggest Hardware 
Buyer of Them All 


No doubt of it! Carpenters, builders, machinists, 
cabinet workers, farmers, householders—all buy a 
} particular type of hardWare used in their daily work. 


I} 
j 





C.0. OBERG &C® 
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FULLY GUARANTEED 
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BUT, as a group—as 
motorists —they make 














Circular Cut Files their greatest hardware 

purchases. 
Are you selling them? 
You are, if you have a 
set of “Auveco” 9 Han- 
y PANSAR Hit ’em ot dy Trim’ Supplies on 

are a compli- : 
Are made of the finest Swedish Charcoal-steel. ment as wel 4 sae’ aie de : fies 
° s source oO , Jt 
Skilled craftsmen all over the world do know profit | to the time to start. Order a 
° ardware . . 
Oberg’s files as reliable tools worthy of utmost dealer. They set — — scone ‘e 
: : are the sturdi- enjoy le comfortable 
confidence owing to their sharpness, great endur- est “nail made profits and rapid turn- 
: : or a u p- , 3 ica ae 
ance and uniformity of temper. th eB i they will bring 
‘ , s: that’s you, 
Order from your jobber today, or write ee a raillions 

; are sold to Phone Your Jobber for a set 
motorists for repairs and of “Auveco” 9 Handy Trim’ 


SCANDINAVIAN replacements. Retail 10c. Supplies—NOW ! 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. € Guilo-Veluale Kevils Co, 


509 E. Hennepin Ave. Coristine Bldg Manufacturers 
Minneapolis, Minn. Montreal, Can. 3319 Colerain Ave. Cincinnati, O. 
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MORJUICE 


FRUIT PRESSES 
CIDER MILLS 
GRAPE CRUSHERS 


Made in All Sizes 
Manufacturers’ Agents, and 
Retail Dealers 
Write Today 
CROWN MFG. CO. 


Box 226 








Good territory open for Jobbers, 


Phelps, N. Y. 

















TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 










Send for catalog and samples 


BRAIDED CORDS »- COTTON TWINES 









Osborne High Grade Punches 


Belt Punches 
Spring Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our pi ducts. 

We stand back of every tool we make. Try us. Write for Catalog 
and Prices. 


C. 8S. OSBORNE & CO., pee N. J. 
ESTABLISHED 1826 


Arch Punches 
Revolving Punches 








American Steel & Wire 


Chicage, New York, Bostes 
Denver, Birmingham, Dallas 
U. 8. Bteel Products Ca. 
San Franeisco, Los Angeles, 
Portiand, Seattle 


BARBED: Ellwood Glidden, Glidden, Am. Special, 
Te Baker Perfect, Ellweo d Junior, 2 
ZINC "INSULA D FENCES: gd Galv'd N Anthen 
National, U. S., Banner. Steel Gates. ” 





R 
B : Old reliable brands. 
TELEPHONE WIRE. 
WIRE for every purpose. 


Quick Delivery. Write us for selling plans. 




















MILBRADT 
LADDERS 


will bay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


Write for catalogue show- 


ing a large number of styles 
su table for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 










Sell TACKS 
by LENGTH 


Carry less tacks and sell 
more. Our new Tack 
Assortments will enable 
you to do it. Sizes are 
graded in eighths instead 
of sixteenths. No 
unnecessary sizes 
—no ‘*Dead 
Stock.” 

Insist on getting 
Holland Tacks 
from your Jobber. 


The Holland Mig. Co. 
Baltimore, Md. 


— es 























TY Ensign Bickford is the ORIGINAL 
SAFE safety fuse—tested and tried by 
time and experience. 
We manufacture various 
brands of fuse, among 
which you .should find 
one adaptable for your 
work. 





The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 












ALLEN Safety Set Screws 









~ 30% Extra Strength over broached hollow screws 
| process we increase the density of the steel 
. around the socket-holes, so that even the smaller 
5 Ris sizes will stand all the strain the best made 
ata S deep, perfectly-formed socket-holes—no c 
the bottom. The entire length of the “ALLEN 2 is 
utilized either for solid metal at the point, or depth of socket 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 


m*> —the only other kind made. By a patented 
wrench can apply. The Allen process By 

for the wrench. All sizes in stock from % in. to 1% in; 
139 SHELDON ST. 

The ALLEN MFG. CO.tixatForb Conn: 
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“BrusheNu Bill” says:— 


‘‘Rushes Paint Brushes 
| into A-c-t-i-o-n.”’ 


Fast 10c Seller 
rush-Niu 


feve finuie e - 
BRUSH: 

‘Paint Brush Cleaner | pint sant come 

SALESMAA. 


$1.50 For Two Dozen. 


ORDER A SAMPLE CARTON OF 
YOUR. JOBBER OR WRITE DIRECT. 


Brushe Nu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 
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$10 STORE ME METHODS 


C5 To provide adequate storage facilities for 
shelf aaah make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. \ 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, —— and : 
efficiency One style only—neat of design— 20 
if attractively finished any height — > 
Uy, easily installed—meets 


careqel , ASHEALO. 























‘ f JADDEnS 





















































Through our national advertising we have Two NECESSITIES In Every Garage 
convinced poultry people everywhere that it 
pays to 


Garage Door Bolt 
Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 











with cheap incubators and to — 
hatch strong, healthy chicks that Risen el 
live and grow with Queen Incu- Se | 








Prevents accidents, broken headlights 
and bent up fenders. Operates by 
hand or foot. 

For prices and further information 
write today to 


\, QUEEN INCUBATOR COMPANY Phenix Mfg. Co. 


bators. Ask us how we can help 
you sell more incubators. 





et 
4 * 














124 North 14th St. Lincoln, Nebr. No. 50 Holder No. 52 032 Center Street Milwaukee, Wis. 

















Radiovise 


While a big seller for radio work, this strong vise is 


Heavy Duty senile 
popular for garage, workshop and home use. It has an attrac 


A substantial quart size for tive bright Red finish. Liberal profit. Write for discounts. 
100% service. Has no screwed 
joints to leak or become loose. 


Burner is underfeed type, pre- . Base 
ferred by practical mechanics. a Type Jaws — 
Two needle control. Write for Weight 
Specify “Detroit No. 102” on Prices 19 Ibs. 


your order to Jobber. 
Write for catalog “F.” 


Detroit Torch & Mfg. Co.. _ Detroit, Mich. VISES 2-- 


New York Office: 45 Warren St.; Canadian Rep. George P. Fraser, 
Eg. 


39 Tyndale, Toronto; Kettmann. & Ten Eyck Sales Co., 2131 
| 9th St., Los Angeles, Calif. ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS 


¢ 























"7 oo POS See Te ser ee 


ee ve 


eee 





x Ta) Pisce 


ICE TOOLS iin? > : R Sopa pe tarted by 4 
(i | in pment (4 yA > et | Two styles. ee pie, b *, a onan Ar.  Rusell Jennings ‘} 





a always on hand to 


tly meet your re- f pe See eR ee 
quirements. | three terns for -* 
Write for complete price |} 


list and discount sheet. | | boring all woods 


Mein Clee S Wer: a v4 
Hudson, 


i 


| in 


NewY erk, Besten,Chicage, Pittsburgh 


iT excl Jennings Mis. hee ON j 


Ba Chester, Conn, _ 


ee ee ne ne ee eee 
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INDEX TO ADVERTISERS 
















































































THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No sllowance will be made for errors or failure to insert. 
A TN 6 pee ee te tea dees 2 Pp 
Freed-Eismann Radios Corp. ............ 73 
Ramee Cee Ge, ccccccccccescecessovcess 79 Pe TN GR, kc cckcevccccccescéecee 71 
Allen Mfg. Co.  ...-.--0-- eee eee eneees 96 G Peck, Stow & Wilcox Co. ............... 7 
American Can Co. .......---eeeeeeeees 101 POD TNE TR, sv anececcecccavesss 90 
American Chain Co. .........-+-+5+-- 12,13 Gabriel Steel Co. ....................... 99 Penn. Lawn Mower Co. ................ 9 
American Gas Machine Co. ............ 16 Gendron Wheel Co. .................... 1 Phenix Manufacturing Co. ............. 97 
American Saw & Mfg. Co. ..........--- 99 Gifford-Wood Co. ...................... 97 Phoenix Paint & Varnish Co........... 99 
American Screw Co. ..........---++5:> 8 Gillette Safety Razor Co............... 79 Progressive Manufacturing Co. .......... 94 
American Shearer Mfg. Co. ...........-- 79 Gray & Dudley Co. .................... 95 Pyrex Sales Division ................... 3 
American Steel & Wire Co. ..........-. 96 ee GS Gn Bs Bs Thin oc occccccccecss 67 
American Wire Fabrics Corp..........-- 84 Greenfield Tap & Die Corp.............. 6 Q 
Anti-Borax Compound Co. .........---. 99 OT, Sic acnewkeweduaws 86 
Armstrong Mfg. Co. ..........--5+++0+05: 93 Queen Incubator Co. .................. 97 
Atkins & Co., E. Cu. .....-- ee seeeecees 5 H 
Auto Vehicle Parts Co. ........-.+-+-- 95 R 
Hanover Wire Cloth Co. ............... 61 
Hart Co., John M. ...................... 61 NS “en cuncueuhacuvedsseeounns 94 
B Heller & Co., W. C 93 Remington Arms Co., Inc. ............ 104 
Babcock Ca., The W. W............0055: a ne 24 | Richards-Wilcox Manufacturing Co. .... 63 
— ee >. eer 92 I a a i a at 90 Rixford Manufacturing Co. ............. 101 
ates Mg A We. cosececcccessccens 65 | Holland Mfg. Co. .................. 96 | Roberts Manufacturing Co. ............. 99 
TE. pencvankme anes essenes 101 Hubbell, Inc., Harvey ................. 99 Robertson, Arthur R. .................. 101 
Boller Machine Wks., Peter ............ 90 Hunt, Helm, Ferris & Co.............. 10 Rock Island Manufacturing Co. 20... eens 97 
Boston Woven Hose & Rubber Co....... 75 DP sedetavckseneteukseaewkcne 76 Rome Manufacturing Co. .............. 99 
Brown & Sharpe Mfg Co............-.-- 101 Se BM Gn ne cccsevccevesesvcs 86 
Brush-Nu Co. .......--eee cece eee eecrcees Ss 
ae Se Shs See -- J Samson Cordage Works ................. 96 
Jennings Mfg. Co., Russell ............. 97  eedccteeesesereccesces 84 
S | Shelby Spring Hinge Co. ................ 89 
ony hy 2 ga RR a | K Sliver ‘Lake Co. veveseesesccccccccccccs MMM 
Carey Co., The Philip ............-+.++++- 102 
ye 99 Keil & Son, Inc., Francis.............. 92 Snap-On Wrench Co. .............0000- 103 
Cary Mfe. 93 oo ci ckcéns week osccuce 93 Pe We UE Svncsdccccdsecucseveey 101 
Clemson Bros., Imc. .........----++08% eats tm met C 101 
24 yon rr 
Clipper Tool Co. ........--eseeeeecees acta. Din Wain’ ae 99 
” a a ee i CC ee 
ee eee eh pes ctonsenecesnnsewses L Stratton Manufacturing Co. ............ 99 
Continental Wood Screw Co............. 82 3 8 c Th 91 
Corbin Screw Corp. .......---eeeeeeecee 99 Lamson & Goodnow Mfg. Co............ 79 yracuse Stamping Co., Wescesveevees I 
ee EE, GE, cdcensscccssessecsecses 96 Lindemann & Co., O. .......... cc eeuee 99 
Ludlow-Saylor Wire Co. ............... 87 4 
Lupton’s Sons Co., David ............. 92 
D Thomson Mfg. Co., Judson L.......... 101 
Threadwell Teol Co., The...........c00- 82 
Dazey Churn & Mfg. Co.............-- Sd M ee ee Gs Bs Thi ok dick viccccuccees 101 
De Laval Separator Co.............----- 19 ’ ee ee oo a ccccoweeeceden 101 
Deming Co., The .......--+-.++-00++++5: 88 McKinney Manufacturing CO. we eeeeeeees 28 Tubular Rivet & Stud Co. ............. 85 
Detroit Torch & Mfg. Co............... 97 Mansfield Tire & Rubber Co............ 11 Turner, Day & Woolworth Handle Co 87 
Disston & Sons, Inc., Henry............. 26 ee Se ED be endanwenesevins sa 99 
Dixon Crucible Co., Joseph ............. 89 Milbradt Manufacturing Co. .......... oe Ce U 
Murphy’s Sons Co., Robert............. 79 
Murphy Varnish Co. .................. 22 Se ee 101 
E Myers & Brother Co., F. E............ 85, 97 ¥ 
eee EEG, os b 0 040460 600006000988 101 
EE MN S9GRS SE eneesenesescuns 4 N EE EE Weckcsaneasrevesceaeveces 21 
EE Ee ee 101 
; : Natiomal Carboem Co. .....cccccccccccccs 4, 25 
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National Manufacturing Co. ............ 69 . 
New Britain Machine Co. ............... g3 | Western Importing Co. ................. 95 
F New Haven Clock Co. .................. 17 EE, Us dvecccuconedesecect 20 
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PHOENIX 


RADIATOR ENAMEL 


PHOENIX PAINT & VARNISH COMPANY 
124 Market Street, Philadelphia, Pa. 














THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant 
1000 MILITARY RD., BUFFALO, N. Y. 








Iron Fence, Gates 
wn Vases 
Settees 

General Iron 
and Wire Work 


, DEALERS WANTED EVERYWHERE 
CHAIN-LINK 
WIRE FENCE 


TT) Tt) fF Mats Nn 
| mi a \ 
[Pease 
Ask for Oatalog 


THE ‘STEWART IRON WORKS CO., toe., 225 Stewart Bleck, Cincinnati, O. 




















UNIVERSAL 


BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 











9 
HACK “TLE NOX” saws 
te ke enn 
“The Jools in Lhe Pui Bac” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS -— GLASS CUTTERS 























SUNBEAM 








CABINET/ HEATER 
This modern heating plant requires no basement, it heats the entire 
house. It takes up little space ae... ve as s fine piecss of 


furniture. Write tedey far our -y FM 
THE FOX FURNACE e COMPANY 
Largest Makers of Heating Bqauipment 
ELYRIA, OHIO 




















Welding Compound is best by every 
test. akes welding of any steel as 
easy as Iron. Stock it and increase 


your sales. 
Made only by 


ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 








STRATTON «guns ® 
HANDLES 


For Small Tools, omens Electrical Geoeds, Ete. 
Enameling, both babed and air dried. 


STRATTON MFG. CO. Stratton, Maine 














Makers of Every 
eRNNNNNNNNNNI Kind of Sere 
Nut and Bolt. 


The Corbin Screw Corporation 
The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG.CO.  , 


9 Jones Street Rochester, N. Y. 

















QO. Lindemann & Co. 


Manufacturers of 







Mt pa 
dies Reata gra) - 
wii aE fF a ; ae . CAGES Established 1863 


35-37 Wooster Street, New York 


pABRIg RL ez 
aap, by Comparison — 
GABRIEL STEEL COMPANY 


BELLEVUE AVE. DETROIT, MICH. 























Well Balanced 


is the line of Rome _ percolators. 
Sell them for $2.00 to $5.25 copper 





ROME MFG. CO. 
Factories and Offices, Rome, N. Y. 








and aluminum, hot and cold water 
patterns. 
Write— - 








CRECOITE 


Tools You Can Sell 
With Confidence 


Write for Catalog H 


Marion Tool Works, Inc. 
Marion, Indiana 














BOLT 
“VICTOR” clipper 


Send for Catalog 
ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 














Better Machi ne Screws 
for the Flardware Trade 


Bridgeport, Conn. 





HARVEY HUBBELL, INC. 
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Classified Opp 


An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 


No illustrations accepted for these pages 


Allow seven words for Keyed Box Number Address. 


———— 


ortunities 


July 23, 1925 





Oe Gree, SS DO WUE cnc cc ce peccccdesesceseecesesé $3.00 
ey Ge Cs cu wate we en ees de belwes scons . ae 
ee See SD GP WINS 6. 0s 0 do vc cc cedvscdscecsecs 4.00 
EE ee ry ee . <-o 
Se che eehine eau dk wk we Wadd Mos 6e kee 6068 6 0be seen - 5.00 
Each additional inch ee ee soo 640 


4 insertions, 10% off; 8 insertions 15% off 
Remittance Must Accompany Order 


50% off the above rates for Positions Wanted Advertisements 








Business Opportunities 








’ CASH FOR YOUR IDEAS 


$25 paid for each accepted design for counter 


display cases for Pocket Knives, Hunting 
Knives, Razors, Butcher Knives, or for any 
other § article. Send sketch or model to 


World’s Largest Builders of Display Cases of 
Wood and Glass. SPECIALTY DISPLAY 
CASE CO., Dept. 62, Kendallville, Indiana. | 








Help Wanted 


Sales Accounts Wanted 








WANTED—A FIRST CLASS MAN who 
can take charge of Hardware department, ad- 
vertising, and window trimming in retail hard- 
ware store. Address Box G-639, care of Harp- 
ware Ace, New York. 





WANTED—HARDWARE SALESMEN for 
all states, to sell to hardware dealers and jobbers. 
Mechanics tool retailing for $1.25 to $2.00 each. 
Address Box G-678, care of H'arpware AGE, 
New York. 








FOR SALE—BEST HARDWARE STORE in 
Central Kansas; established 1908, good earnings 
every year. Live growing town—6,000. Fine 
clean stock hardware, paints stove, $25 000; sales 
$100,000. Owner’s health failing. Cash’ only. 
mo trades considered. May carry part. Live 
going business, little competition. Address Box 

care of HARDWARE Ace, New York. 





FOR SALE—Established lock manufacturing 





SALESMAN A bh TO SELL INCAN.- 
2d COMMISSION 
ROX G.654. CARE OF HARDWARE AGE, 
NEW YORK. 





HARDWARE MAN WANTED to_ manage 
branch store in good town in eastern Missouri. 
Prefer young married man, must have $3,000 to 
put in the $12,000 stock. Will pay salary and 
per cent of profits. Give reference in first letter. 











— a Speers. full somonest and ~ No Do not answer unless you fill requirements. Ad- 
ion a Saees Fy Med gl. dress Box G-689, care of Harpware Acer, New 
Ace, New York. York, 
FOR SALE—Up-to-date well established hard- 
ware store in a good farming and manufacturing Positions Wanted 
town in Ohio. Will invoice about $15 909. 
Reasons for selling other business. Address 
Box G-697, care of HarpwAre Ace, New York. POSITION WANTED by a reliable, well- 
: 7 versed —_ and an hardware man as 
WANTED—PARTNER; experienced hard- | manager of store or as department manager. 
ware man, or man with capital to learn hard- | Wish to locate in the middle West preferably 


business, to engage with me in a modern 
business in a live, growing, manufac- 
turing city near Chicago. Write for informaiivu. 
Give full particulars in first letter. Address 
Box G-688, care of H'arpware Ace, New York. 


ware 
hardware 





well-assorted hard- 
main street 
Ohio 


FOR SALE—Good, clean, 
ware stock and fixtures located on 
in fastest growing town in Kentucky on 

iver. Population 25,000. Have good lease. 
Doing cash business and making money. Should 
be seen to be appreciated, Reason for selling, 
must get out in the open. W. C. Lanegfitt, 
1414 East Winchester Ave., Ashland, Kentucky. 


SALES PROMOTION SERVICE—New stores 
completely arranged. Old stores brought up-to- 
date. Samples mounted. Retail sivertiahans 
yrepared. Special sales promoted and directed. 
oumatenios taken. Stock appraised. M. M. 
Godschalk, 9070 206th St., Bellaire, L. I. Phone 
Hollis 0725. 


FOR SALE 








stock and fixtures. 
Will invoice about $22,000. Located in a live 
county seat city in central Kansas of 20,000 
population. Stock in clean condition consisting 
of shelf hardware, paints, housefurnishing goods 
and china. Live going business and the leading 


-Hardware 








store in the city. ash only, may carry part, 
but no trades eee Reason for selling, 
other business. Address Box G-692, care of 
Hiarpware Acre, New York. 

FOR SALE—Stock and fixtures, hardware. 
china, furniture, paints, etc., modern store and 
up-to-date hxtures, investment of say five thous- 
and dollars. Best of reasons for wanting to sell. 
One of the greatest bargains ever offered: must 
ve seen to be appreciated ddress Box G-693, 
care of Harpware AGE, New York. 

FOR “SALE Hi: a are eens and fixtures to 
invoice about $3.000. Located in Illinois best 
farming center Only stock in town. Low rent. 
Sple did opportunity for young man to start 
with small « apita il, Store paving at present, but 
can ‘m increased. Address Box G-694, care of 
IiarpwareE Acr, New York. 

FOR SAT F--Hardware., slenbins and coal 
busine: ss at Champlain, Ch nton County. a 
Only hardware store in the place. Business lone 
estahbl; ae 1 and profitable. Fire two vears ago 
caused huildir 1S to be rebuilt is new. 


and stock 
I 


Fxcentions rtunity, Jas. DeF. Burroughs, 


Seoiete St. y. 


Chicago or St. Louis. Know the hardware busi- 
ness thoroughly. Can furnish best of references. 
Address Box G-684, care of Harpware AGE, 
New York, 





SALESMAN with five years’ experience call- 
ing on the Lest hardware trade in New England 
desires line for that territory, strong enough to 
be worthy of his undivided sales eftorts. Address 
Box G-685, care of Harpware Ace, New York. 


SALESMAN, thirty-one, married, now travel- 
ing the hardware, auto-accessory and cutlery 
trade in the South Eastern section of the country 
wishes to secure one or two additional lines of 
merit to represent in this territory. Am well 
acquainted with the trade in this territory and 
can produce results. Address Box G-690, care of 
HarDWARE AcE, New York, 


SALESMAN, calling on the wholesale hard- 
ware and barber su ply trade in Illinois, Wis- 
consin, Minnesota, lowa, Nebraska, Kansas and 
Missouri, is desirous of connecting with a firm 
who is looking for high-grade representation in 
this territory. Only a good euale line will be 
considered. pW weed Box G-691, care of Harp- 
WARE AGE, New York. 








Sales Representatives Wanted 


a—_ 











SALESMAN: General Hardware. _ Railroad. 
Ship and Mill Supplies. House Furnishings. 12 
vears’ travelling experience. Can handle big job. 








Address Box G-686, care of Harpware AGE, 
New York. 
RETAIL HARDWARE SALESMAN wishes 


‘o connect with a retail or wholesale house that 
offers opportunities for advancement. ' Located 
in the State of Texas, Eleven years’ experience 
in the retail hardware and stove business. 29 
veors of age. Can furnish best of references. 
Address P. O. BOX 21, Dayton, Ohio. 


YOUNG MAN, U NMARRIED), with five years’ 
experience in general hardware and_ sporting 
goods desires position with a future. am a 
good window trimmer and advertising man per- 
taining to the retail trade, will accept nosition 
in store or on road if given the right kind of 
inducements. Davis, 122 West Jones 
Street, Savannah, Ga. 











Sales Accounts Wanted 


WANTED—REAL LIVE LINES for whole- 
sale and larger retail hardware also department 
store trade. in the State of Pennsylvania. Years 
experience, also unquestionable references. Com- 
mission only. Address Box G-675, care of Harp- 
warRE AcE. New York. 


SAT.FSMAN, THOROUGHLY ACOUAINT- 
ED with the wholesale and retail hardware and 
auto accessory trade in New York City and vicin- 
ity wishes to secure the representation of one 
or two well established lines in this territory. 
Have & real sales record and would be interested 
in communicating with manufacturers who are 
not satisfied with their present sales in this sec- 
tion. Address Box G-667, care of Harpwarg 
Ace, New York. 











Manufacturers’ Agents Wanted 


We are offering complete sales on an _ Inter- ) 
nationally known socket wrench line to a worth- 
while energetic sales organization or salesman. 
This line has been standard stock with the largest 
wholesale hardware houses for years and you now 
have the opportunity of selling both to whole- 
saler and retailer. If you are ‘‘go-getters’’ you 
can make some real money controlling all sales 














of this company. Address Box G-696, care of 
HARDWARE AGE, New York. 
SALESMEN WANTED, who are calling on 


the retail hardware trade, to sell alon with 
their present line our high ge 4 “Purity’ 
brand lawn seed. Protection given in the 
territory which you cover. We po men who 
are interested in the permanency of their business 
and in steadily increasing their income. a 
commissions are paid. We have openings 
several states east of the Mississippi River. tow 
is the time to k future orders. hen writ- 
ing please give references, territory covered, etc. 
For further particulars, address BOX G. 
care of Harpware Ace, New York. 


SALESMAN WANTED—To handle house- 
furnishing steel specialty as side line on com- 
mission basis. Must acquainted with trade. 
State territory covered, lines handled and give 
reference. Address Box G-672, care of HARDWARE 
Ace, New York. 











WANTED—SALESMEN calling on hardware 
stores and housefurnishing departments, able to 
handle a side line of bathroom accessories on 
commission basis. Advise at once with reference 
and particulars as to territory wanted. Address 
_ wee SPECIALTIES CO., East Strouds- 

urgh, Pa. 


WE WOULD LIKE TO HEAR from strictly 
high class manufacturers’ agents, hardware 
houses and exporters who are prepared to handle 
our line of Goodrich or and Carbo Magneto 
Sharpening Stones and Grinding Wheels on job- 
bing basis. Highest quality goods; fully guar- 
anteed. Extremely liberal discounts and freight 
allowances. A. GOODRICH, INC., 1500 Madi- 
son St., Chicago, Ill. 


HARDWARE SALESMAN to carry asa side- 
line a Dollar Stropper. Verv_rapid seller. One 
Chain Store Organization in New York City sold 
more in six months than all other stroppers 
combined in five years. Give territory covered. 
Correspondence confidential, Address Box G-687, 
care of Harpware Acre, New York. 














SALESMEN WANTED, TO REPRESENT 
A WELL KNOWN HIGH OUALITY TOOL 
TINE IN THE STATES OF IOWA, WIS- 


CONSIN. MINNESOTA, NEBRASKA, NORTH 
AND SOUTH DAKOTA. ONLY REAL TOOL 

SALFESMEN NEED APPLY. NO OBJECTION 
TO HANDLING ANOTHER LINE, PROVID- 
™NG IT TS NON-CONFLICTING 
TO THE BETTER CLASS 
DEAT ERS. ADDRESS BOX G-695, 
HARDWARE AGE, NEW YORK. 


CARE OF 
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a ge WRENCH SETS 

An attractive three color display. A sure 

seller of this indispensable wrench set. 
J. H. WILLIAMS & CO. 


“The Wrench People’’ 
New York BUFFALO Chicago 









101 











Robertson “Horse Shoe Magnet Hammers 


Permanent magnet which holds 

the tack in position for driv- 

ing. Awarded the Silver Medal 

the cy ae at the Panama-Pacitic Exposition. 
fit. price lat. 





or 
at and bate trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. | 











BROW N &S HARPE TOOLS 


arly LOO Years There Has Been No 


ale titute ror Brown & Sharpe Qualiis 
, Seuid for Small Tool Catalog No. 29 
BROWN & SHARPE MEG. Co. 


PROVIDENCE, Kis | Ss. 4 











Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Write for prices. 


B 
and Copper Spargo Wire Co., Rome, N. Y. 











Want a Good Hardware Salesman? 


The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. 

It’s the place where good hardware salesmen look 
first for real opportunities. 














@): LAWN MOM MOWERS 


Belsaatlts 


Blair Mfg. Co. ‘Sorina Mass. 








to handle. 





SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you’ll be reasonably sure to find « 
reliable salesman to represent you. 
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“They Havea Sah 
Bull Dog-Grip” €==== 


Manufactured by 
* wu. S. Clothes Pin Co., Montpelier, Ve. 








Sales Dep 
1015 Union Bank Bide. Pittsburgh, Pa. 


American Can 





American Can Company 


J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 
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| The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 


J. R. TORREY RAZOR CO. 
WORCESTER, MASS. 











ELEVATORS _ | 
DUMBWAITERS 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
o 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia f 








Syracuse, ow York 














Economy 


For over 30 years the leaders in 





Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 
Economy Mfg. Co. 

0 Germantown Ave. 
Philadelphia, Pa. 








SILVER LAKE| 


SASH CORD 


NET WEIGHTS FULL LENGTHS 


Sliver Lake Co., Newtonville, Mass. 


making tools for stone workers. 
Catalogue. 


TROW & HOLDEN COMPANY 
BARRE, VERMONT 

















AXES SCYTHES 


a since 1812, Axes since 1800 


wee eco 


239 W. 39th St. 





MANUFACTURERS 


What have you to offer in the way of quick 
selling merchandise? Let one of these ‘‘small 
card’’ advertisements help you increase your 
business. The cost is only $8.00 per inser- 


tion. 
HARDWARE AGE 
New York, N. Y. 


| LUMBER 


CRAYONS 


STANDARD CRAYON CO. 


Danvers, Mass. 
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E are trying to build 
honest homes at honest 
prices, and any product like the 
Carey Asfaltslate Shingle that is 
superior and can be secured at 
a fair cost, belongs in our plans. 


When we first began building 
we studied building materials 
carefully, and found that this 
shingle compares favorably with 
all others. We are especially 
pleased with the fact that it will 
not curl. We like the colors, 
too. The “Silver-Green” is 
especially good. 

And furthermore, we find it is 
easy to apply, especially in the 
larger size. This size enables 
us to build a roof of three thick- 
nesses and have a 5-inch ex- 
posure at the same time. The 
saving of time here is a big 
item, and helps to speed up the 
work when a home is being 
finished. 

We build homes to last. We 
want our customers to enjoy liv- 
ing in them. And the Carey 


Residence of 
J. D. Stover. 
Wyoming, Ohio 








July 23, 1925 





Asfaltslate Shing] k 
that won't go out of style. Its LYO You Know What Shingle 


dignified and harmonizes with 


the surroundings and with the Your Customers Want? 


building design. 
In the past few years we have 


pleased all types of buyers with 
the Carey Asfaltslate Shingle, 


HIS letter, written by a leading builder, gives you a very defi- 
nite idea of why your customers would be better pleased with 


and we shall continue using it. the Carey Asfaltslate Shingle, “the Shingle that Never Curls.” 
We recommend it because we ' ' , 
No other shingle that offers less can build business and hold it so 


know it is better. 
well for you. Why not make the 


-¢? ) most of your opportunity and sup- 
S, perimons Miphac ply the one shingle that leading 
home builders prefer? Send the 

coupon for complete information 

and sample. ' 


One of a series of 
statements by leading 


_— The Philip Carey Company 
521-541 Wayne Ave. 
Lockland, Cincinnati, O. 





ASFALTSLATE 
SHINGLES 


- THE SHINGLE THAT NEVER CURLS; 











Carpenters recognize at 
once the superiority of 
this 50% larger 
shingle—that gives a 


5.inch exposure and 
makes a 3 thickness 
; roof. 
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THE PHILIP CAREY COMPANY 
521-541 Wayne Ave. 
Lockland, Cincinnati, O. 


Gentlemen: Please send copy of ‘Be 
fore You Build’’ booklet and sample to 
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Interchange- 
able Socket 
Wrenches 


id Extra Sockets and Handles As N 
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Profit by His Troubles 
and His Fears 


Sooner or later road trouble comes to every car owner. 


Hard experience has taught him that the tool outfit he 
scrapes together at random is not dependable. 


It is easy for you to show him where the correct set of 
Snap-On Wrenches for his car will help him out of most 
any emergency and save him many a tow-in and many a 
repair bill. Our Plan makes it easy for you. 


No car owner relishes the thought of a “stall’’ when he is 
far out, or at night, or when minutes are precious. You 
can sell him Snap-Ons on his fear of trouble. 


Every car owner who drives your streets is a Snap-On 
prospect, and there is excellent profit for you in the se- 
lected Snap-On Set for any car—a whole lot more profit 
than you can make by odd sales of this wrench or that. 





Many hardware dealers are reporting that 50% of their Snap-On 
sales are to car owners. We believe they will be 75% to 80% as 
the rich sales material we offer is used with greater pressure in this 
tremendously big field of demand. 


Snap-On Wrench Company 


Manufacturers Milwaukee 


Motor Tool Specialty Company 
Sole Distributors—14 E. Jackson Blvd., Chicago, III. 


Distributing Branches in 17 Principal Jobbing Centers 
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Modcl 10 
12-gauge Repeating Shotgun 


Model I1 
12-gauge Autoloading Shotgun 
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The leading 12-gauge pump 


The leading 20-gauge pump 


These shotguns are the most widely 
advertised, the best selling, and the 
most popular with sportsmen the 
country over. ‘They are easy to sell 
because the name Remington 1s recog- 
nized by every sportsman as a guar- 
antee of quality. 


Model 17 
20-gauge Repeating Shotgun 
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Let These Leaders Lead 


Larger Sales 


— Remington Model to 


The leading I 2-gauge autoloader— Remington Model 11 


—Remington Model 17 


now. Get your name on the 1925 
list for Remington’s free dealer ser- 
vice, window displays, gun and rifle 
dispiay stands, and merchandising 
suggestions that tell how to make 
Remington firearms and ammunition 

help you sell more 


Remington Arms Company, Inc. hunters, trappers, 


Place your orders for 
Remington firearms 25 Broadway 


Established 1816 


campers, and auto- 
New York City tourists’ equipment. 











© 1925, R. A. Co. 


Remington, 





Rifles Ammunition Shotguns 


Game Loads 


Cutlery Cash Registers 
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Brandes announces 





a broader ling 


Since 1908, Brandes has been specializing in radio 
acoustics. The high quality of its products has given 
the company an acknowledged standing throughout 
the radio world. Its laboratories have been constant- 
ly striving to improve the audio circuit of the radio 
receiving set, which circuit, in the final analysis, de- 
termines the quality of the reception. It now gives us 


The New 
Brandes Line 


Brandes Audio 


Transformer much pleasure to announce several important addi- 
tions to our line. 
Brandes Cabinet 
Speaker An audio transformer of outstanding merit. 


Brandes Speaker 
Type H 


Brandes Phono- 
graph Attach- 
ment 


A large horn type speaker of unusual quality 
and beauty which we believe will be accepted 
as the standard of comparison. 


A cabinet speaker of harmonious design that 
will not only satisfy the most aesthetic taste 
but will give a performance equal to that of 
the best horn type speaker. 


= » —————_ - 


And These 
Old Friends 


For those who prefer to use the horn of their 
phonograph, the unit of the Cabinet Speaker 
will be available as a phonograph attach- 
ment, suitably encased for this application. 


Navy Matched 
Tone Headsets 


Watch for the 
New Receiving 
Sets 
with 


“‘Acoustics 
by Brandes” 








This policy will be continued 
and every effort will be made to 
improve conditions by carefully 
selecting distributors and by 
controlling production so that 


Adjustable Brandes has always set for itself the latter keeps pace with, rath- 
Table Talker a high standard of distribution er than runs ahead of, the 
: policy, constantly endeavoring demand. 
Superior to make its jobber-dealer fran- 
Matched Tone chise more valuable. The new Brandes price list will 
Headsets be issued as of August 1, 1925, 


and the Brandes jobbers will be 
protected thereafter against any 
price reduction made effective 
prior to July 1, 1926. 


Vice-President 


Brandes 


Experts in Radio Acoustics 
afznce 1908 






































Porcelain 
Enamel Units 


AGLITE 


PATENT APPLIED FOR 
TRADE MARK REGISTERED 
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Light the World’s Bathrooms! 


And its kitchens, hallways, pantries, laundries, 
in fact, every place where cleanliness and clear, 
shadowless light are first considerations. 
Never since its introduction, has the demand 
for Guth Porcelain Enamel Aglites been greater 
than now. 

Aglites’ glistening white finish of permanent 
porcelain enamel, guaranteed not to check, 
peel or tarnish— 

Its smooth surface, entirely free from project- 
ing metal parts— 


Its simplicity and compactness— all add to 





A Brisk Rub With a 


Damp Cloth and Aglite 


Shines Like N 


ew. 


make Aglite the most popular unit of its kind. 


Every alert, forward-facing dealer with a keen 
sense of the public’s needs and an eye for a 


Installation May Be 
Made Direct to House 
Wires in Five Minutes. 








profitable product will do well to investigate 
our claims for Aglites. We’ll gladly send liter- 
ature explaining Aglite in detail and our co- 
operative sales plan for dealers. Just drop a 
card. You'll not be obligated one bit. 


She Fi pWwiIn EF. Gur COMPANY 


DESIGNERS -ENGINEERS-MANUFACTURERS 


Lighting Equipment 














2625 Washington Ave., St. Louis, Mo. 


at Formerly the St. Louis Brass Mfg. Co., and the Brascolite Company 
BRANCH OFFICES (Sales and Service) In Principal Cities 
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Model 400 
List Price $25 






Model 305 
List Price $115 


«The First 
Complete Matched-Unit Radio stoi x 


List Price $65 
S) Unit® Radio. By this w RADIO is the “Matched- 





Unit” Radio. By this we mean that Stewart-Warner 

dio Products—Instruments, Reproducers, Tubes and 
Accessories—are units that are all built by Stewart'Warner 
to function together in perfect unison. A combination of 
these units forms Stewart-Warner Matched-Unit Radio. 


From the ground up this Radio is designed to achieve the 
utmost in radio reception. Because of the unified action 
of Stewart-Warner Radio, clear, full tones come in from 
stations near and far. 






Model 410 
List Price $65 


Console Table _ includ- 
ing Built-in Speaker 
and Battery Compart- 
ment, without Radio. 






Here are the Matched Units of Stewart-Warner Radio— 
a complete line for dealers: 







1. Stewart-Warner Radio Instruments, a model and a 
price to fit every purse and fill every need. 


2. Stewart-Warner Reproducer, a perfect companion 
piece for Stewart-Warner Radio Instruments. 


3. Stewart'Warner Radio Tubes—the tubes that have 
startled the radio world by their superior performance. rei C e ” 
4. Aerial and Ground Ripa, on and complete auxil “ INS 
jary apparatus of the highest quality. RADIO TRUMENTS—TUBES— 
96 Direct Factory Branches 
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Radio Franchise 


Protection and Permanence 


EWART-WARNER is distributing its radio products 
to dealers solely through its own, long established, 
world wide organization of ninety-six exclusive Stewart- 
Warner Wholesale Distributors. We have been 15 years 


E Stewart-Warner name is a by-word 





for quality. For more than twenty years 
Stewart-Warner has been manufacturing 
magnetic, electrical and mechanical auto- 
mobile accessory equipment that has been 
the standard of the field. To-day, more than 
ten million cars carry Stewart-Warner 
Products as standard equipment. No doubt 
your car is equipped with a Stewart-War- 
ner Speedometer, a Stewart-Warner Vac- 
uum Tank or other accessory. 


Stewart-Warner Radio is another Stewart- 
Warner achievement. The quality of Stew- 
art-Warner Radio is unquestioned, because 
the entire world knows that any merchan- 
dise bearing the StewartWarner name is 
superior im every respect. 








Model 320 
List Price $450 


Unit Radio 


REPRODUCERS—ACCESSORIES” 
Throughout the World 





in building up this organization. It is the only organization 


of its kind in the radio field. 


These Stewart-Warner Distributors 
positively will not wholesale Stewart- 
Warner Radio products to any one ex- 
cept dealers holding Stewart-Warner 
Radio Franchises. Stewart-Warner 
stands alone in its abil:ty to give deal- 
ers this 100% protection. 


We pledge you this opportunity to 
conduct a successful business—and 
our word is backed by years of sound 
business dealings with thousands of 
leading dealers all over the world. 


Furthermore, every Stewart-Warner 
Wholesale Distributor maintains a 
corps of factory-trained experts—both 
sales and technical— whose explicit 
duties are to make a 100% success of 


every Stewart-Warner Radio Dealer. 
Our Radio Dealer Franchise carries 
with it this expert aid—this service that 
insures a profitable business for every 
retailer of Stewart-Warner Radio. 


The Stewart-Warner Franchise places 
dealers so that they are not in competi- 
tion with each other. It gives the full 
measure of Profit to each and every 
dealer. It associates the dealer with a 
radio manufacturer of large resources. 
This means Permanence for the dealer 
because the large manufacturer 1s the 
manufacturer who endures. 


Fill out the application blank below 
and mail it to us. Our representative 
will call with some additional inform2- 
tion very interesting to you. 


STEWART-WARNER SPEEDOMETER CORPORATION 
CHICAGO 





Model 315 
List Price $285 
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Radio Division 








City _ 





Date Name_____ 
Address. 


- U.S.A. 
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Stewart-Warner Speedometer Corporation 
1826 Diversey Pkwy., Chicago, IIl. 


Gentlemen:—I want to be considered in connection with a Stewart-Warner Radic 
Dealership and to discuss the details with your representative. 


S-W 
Radio Tube 
List Price $3 








THERE IS A HORTON WASHER AND IRONER 











Ghe Ne 
HORTON 


No. 54 Electric 


A Worthy| Companion 
to the Other, Dependable 
HORTON Chppliances 


\ 


WO MONTHS AGO in announcing the new 
Horton No. 34 Electric, we stated that it 
would surpass in importance any other develop- 
ment of the washing machine industry in 1925. 
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Today this is a proven fact — attested to by the 
enthusiasm of Horton jobbers and dealers the 
country over, whose foresight prompted imme- 
diate buying. 

This new No. 34 compels a complete change in 
all former ideas of washing action, operation 
and efficiency, as applied to machines of the 
agitator type. 


It is designed and built on principles which have sus- 
tained Horton's reputation for more than half a century. 
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Yet these same principles in this latest Horton achieve- 
ment have produced results never before known—a 
washer which we believe to be without equal in its 
type and at its price. 


Only a demonstration can fully convey its remarkable 
washing action — quick, vibrationless, noiseless; only 
an examination can reveal its superior and exceptional 
mechanical perfection. 

At its intermediate price it offers a real sales possibility 
to an eager, waiting market. Truly it is a worthy com- 
panion to th No. 4o three-cup suction, the sturdy No. 
33 and other Horton successes. 


Dealers. There is a Horton jobber near you who can 
supply your needs on the No. 34 as well as other 
Horton products shown here. All Horton jobbers 
render a service that is unusual. If you do not know 
of the jobber near you, write us. 


HORTON MANUFACTURING COMPANY 


3138 Fry Street 


— Feetlen 


Fr. Wayne, Indiana 
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FOR EVERY PURSE AND PURPOSE 















Below: Horton No. 33— 
wood tub, dolly type elec- 
tric. Retails $85.00. 











Horton No. 40, the original 3-cup 
Electric Suction Washer. Washes by 
suction and air pressure. Retail price 
$160 with copper tub; $165 with 
white vitreous enamel tub. Horton Home Ironer. 30 inch roll. Has complete 

open end. Irons everything—100% of the ironing 

Retail price $140 gas heated; $175 electrically heated 














Horton Miracle No 22 
—the highest grade hand 
operated washer Retail 
price $18.00. ti .: (ie ro ce 











The three wing cast 
—aluminum agita- 
tor of the new No 
34 electric is here 
shown It is respon- 
sible for the quick, 
vibrationless, posi- 
tive washing action 
of this new model. 





Prices slightly higher in 
extreme East and West ° 


Horton 














Horton Peerless No. 30 — 
operated by water power 
Requires only 25 pound pres 
sure. Retail price $22.50. 
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NEW 25 watt National MAZDA Lamp, combining the principal 
A advantages of the various other types now in existence and includ- 
ing recent developments not obtained in these other types, is here 
announced to the electrical trade. 


This new 25 watt National MAZDA Lamp is intended primarily for 
residence service. It can readily replace four other 25 watt lamps now 
in use—the straight side, the mill type and the two round lamps. 
This greatly simplifies the lamp agent's stock. 


The outstanding development is a bulb of pleasing design frosted on 
the inside. The outside is perfectly smooth, making the lamp easy 
to keep clean. 


Due to the inside frost, the new lamp is far superior to the clear: lamp 
in light diffusion and yet it absorbs but little more light than does 
the clear lamp. 


The new lamp is very strong and much more rugged than previous 
lamps for comparable uses. 


Additional lamps of this type will probably be introduced at a later 
date. It is hoped that, in time, the present large assortment of lamps 
of 100 watts and smaller, as used in residence service, can be replaced 
by about five lamps similar to this new type. 





MAZDA “LAM PS 


A GENERAL ELECTRIC PRODUCT 
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In This Issue— 


Editorials 


More and Better Sales by Better Salesmen 
The pages we promised you. A discussion of better methods 
for those who actually place the appliance in the hands of 
the consumer, whether behind the counter or in the home. 


Good Selling Eliminated Service 
By R. Randall Irwin—We inquired of many merchants. 
Some had a service problem and some did not. What 
is written here is the combined experience of these mer- 
chants, not theories by the writer. . 


A Merchant’s Idea of the Peddler Problem 
By Frank Mappes— Mr. Mappes is a merchant and he writes 
of what he personally has dccomplished. He knows 
whereof he speaks. 


Why Harry Brown Was a Good Salesman 
This merchant bought some appliances, the first in his 
town, and then he sold his neighbors by radical’y different 
methods. 
A Woman’s Point of View 
By Mrs. Ethel Wan-Ressel Chantler—Mrs. Chantler draws a 
comparison of the wise and the foolish salesman. You 
have enjoyed her former comments and this one will be 
doubly interesting. 


ELECTRICAL GOODS IN PICTURES 


The Part of Electric Lighting in the Night Air Mail 


Service Solution in Pictures 
Let Your Windows Tell a Story 
Importance of the “Setting” 
Cleaning Up the Radio Stock 
By Arthur Sinsheimer—Our Radio Editor is an expert Mer- 
chandiser. He tells how to clean up stock without making 
a bad impression and offers an individual service. 
The Last Word About Portable Lamps 
By M. Luckiesh—Of course you have been reading the 
articles by this lighting expert. This one is about the 
neglected line of handy lamps. 
Santa Claus in a Straw Hat 
You know, of course, Christmas is coming. 


Quick Stock Turnover 
By Charles Downes—A Pacific Coast story of a live Mer- 
chant. 
Johnny. Of Course, You Know Him 
A Canvass That Brought Names 
By R. T. Albee—A yractical plan that has proven true. 
Suggestions for Summer Radio Service 
New Goods to Sell 
News of the Industry 
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Looking Forward 


HE interest expressed by the 
readers of ELECTRICAL GOODS 
in the merchandising oppor- 
tunity presented by the develop- 
ment in the electrical refrigerator 
indicates that this new appliance is 
to find quickly its merchandising 
home. 

Some fears have been expressed 
that the merchandising of this new 
iceless icebox is too technical for 
the average merchant of today, but 
inquiry into the requirements of this 
field indicate that this is not the 
case. ELECTRICAL GOODS has been 
inquiring of experienced salesmen 
and merchants as to these require- 
ments and the results of these in- 
quiries make an interesting story 
that we shall tell you as soon as the 
inquiries have covered sufficient 
territory to be convincing. 


N this issue we are printing the 

first of the “Service Problem”’ 
stories. More of this practical ser- 
vice material is coming in future 
issues and we are of the belief that 
the experiences that are compiled 
for these articles cannot but be 
helpful to many merchants. 

Another new feature of this issue 
is “More and Better Sales by Better 
Salesmen,” a feature that will be 
continued for the discussion of inti- 
mate sales methods. This space 
will be devoted chiefly to the de- 
tails of the sale, and it must be re- 
membered that the finished product 
is perfect only as the detail is per- 
fect. 

Inquiry indicates that there is 
much to be desired in the detail of 
appliance sales and this department 
will be more helpful if all those 
who sell contribute their thoughts 
or their questions for these pages. 

If there is a selling question in 
your mind, let us have it and we 
will endeavor to find the _ best 
answer, for you know that “in a 
multitude of council there is much 
wisdom.” 
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The greater sales volume 
and larger profits which 
Hoover dealers enjoy is due 
largely to the “Hoover Co- 
operative Plan,” used by 
leading merchants every- 
where. Details eal given. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The — estan d largest maker o : electric cleaners 
The Ho is also made in Canada, at Hamilton, Ontario 








































































































The Future of the Radio Dealer 


@ROM the dealer’s point of view, we believe that the radio future is most pleasant. 
We believe that the foundation of real profits and a permanent business is being 


et laid. 





With the passing of the consumer buying stage and the opening of the merchant 

= selling stage, the picture changes. ‘The day of the store keeper who cannot or will 

not sell, but who merely stocks and displays radio, is past and with his passing go hectic days. 

Those merchants who have, in the past, stocked a good line of radio receiving sets, and who 

sold them on proper terms and took care of them after they were sold and who refused to per- 

mit himself to be dragged into the whirlpool of flimsy credits, extravagant expectations and 
bargain counter speculations, is in a splendid position to move forward. 

The past months have witnessed the elimination of a considerable number of manufacturers, 
most of whom had no proper basis of operation. ‘These same months and the next few months 
will witness the elimination of more dealers, who cannot compete in a selling market. 

Within the next year the balance will swing from a majority of opportunist dealers to a 
large majority of honest-to-goodness merchants actively selling radio on a profit making basis. 


ADIO merchandising broke like a business tornado and with the passing of the big wind, 
there remains the fitful showers. These showers are necessary to clear the sky. They will 
be mostly local, as the stocks of failed manufacturers and dealers are liquidated. 

With the opening of the fall season, prices will to a fair extent be stabilized and perhaps 
standardized. Receiving sets will be comparable as to value. The changes and improvements 
will be understandable and there will be little for revolutionary advertising. Good sets will be 
made better and poor ones will disappear. 

There is, and always will be, two major points of estimating value of the radio receiving set: 

First, the tone quality of the set; 

Second, the cabinet quality and style. 

The customer will be first impressed by the style and appearance of the set. The woman 
has taken her place as the major factor in the purchase. She has her own ideas as to furniture 
and she will not be interested in a set that clashes with everything in her home. After she picks 
the style and quality of set that “belongs,” she will be interested in tone quality and she will not 
care much about the names of tubes and things, except that they bear a reliable maker's name. 

The sale will not depend so much upon technical description as on the ability to hear music 
that sounds like the music she hears when she goes to the places where music is heard directly. 
The farmer and other men who like the educational and business side of radio, will want to hear 
the speaking tones. 


OST of these buyers will have their favorite station and this station will be the basis of 
comparison. The writer does not know of any radio owner who has remained a, “distance 
bug’ over a few months. 

Radio merchandising has reached the stage where it becomes an aggressive, clean selling 
business and will win if backed by conservative buying and a clean cut, human service policy. 
Service is more human than technical. Service means keeping the set in good operating condi- 
tion. 

The parts business will continue and is a good thing for radio. It is more technical than 
the selling of receiving sets and is a good thing for any store that desires the boy and young 
man trade. 
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Tus 


Salesman 


in calling the attention of his customer to the “directions for use and care” of the 





By R. 


UALITY elec- 
trical appli- 
ances, prop- 
erly sold, stay 

sold and_ seldom 
come back for re- 
pairs. It requires no 
more service sense 
to sell this line of 
goods than it does to sell locks, stock- 
ings, ready-to-wear clothing or cut- 
lery. 

There is a certain service prob- 
lem, of course, just as there is in 
any other line of goods. Few ar- 
ticles that are manufactured come to 
the trade 100 per cent satisfactory 
to the consumer, and nothing lasts 
forever. 

A percolator that refuses to 
“perc” presents no greater service 
problem than does a stocking with a 
drop stitch or an article of pocket 
cutlery with any of the faults that 
sometimes go with this merchandise. 

In either case, the store follows 
the same general plan of procedure. 
The first effort is to placate the cus- 
tomer; then, if the merchandise is 
standard, to propose that it be sent 
back to the factory. In some cases, 
a new article is delivered then and 
there, and in others, the original 
merchandise is sent to the factory 
to be repaired, or an adjustment to 
be made. 

These were the conclusions reached 
following an extended inquiry by 
ELECTRICAL GOODS among merchants 
of various types in various cities and 
towns. These merchants agree that 
wherever repair problems have de- 
veloped, they are traceable usually to 
three causes as follows: 

1. Lack of knowledge on the part 
of owners as to the proper use and 
care of appliances. 

2. Sub-standard appliances. 

3. Cord and plug troubles. 





12 


Proper Selling of 


Meets Most Service 


Randall Irwin 


These merchants also agree upon 
the measures to reduce service to 
a minimum, as follows: 

1. Proper instruction of salespeo- 
ple as to the uses and care of appli- 
ances, and a strict requirement that, 
before a sale is completed the cus- 
tomer be instructed in uses and at- 
tention called to the “instructions” 
card that accompanies the appli- 
ance. 

2. Sale of standard merchandise 
only. 

3. Sale of standard cords and 
sturdy plugs, and careful instruc- 
tions as to releasing plug from ap- 
pliance or socket by grasping plug 
instead of cord. 

Even where one or all of these 
precautions are neglected, a surpris- 
ingly few appliances are returned 
for service. Several merchants esti- 
mated a return of about one out of 
every ten, while a few others, who 
have not as yet gone into the elec- 
trical line extensively, state that 
they never have had a return. In 
other words, they do not consider 
service a problem at all. The Wolff 
Hardware Company, Greenwich, 
Conn., for instance, which has 
pushed the electrical line for six 
months, has never had a return. 

Where proper salesmanship is ap- 
plied to quality electrical appliances, 
there is little need to fear a service 
problem. A splendid example of how 
this plan works out is related by 
Fred H. Howard, president of George 
Howard, Inc., Mount Vernon, N. Y.., 
an enthusiast for the electrical goods 
line. He tells of how instruction of 
customers in the uses and care of 
percolators eliminates trouble. This 
is his story: 

“A woman brought back a perco- 
lator, complaining that ‘it didn’t 
work.’ It was a percolator with a 
cut-off switch to prevent overheat- 














Quality Electrical Appliances 


Problems Before They Develop 


Extended Inquiry Shows That Electrical Goods Require 
Few Adjustments and Those Are Easily Made 


ing and burning out of the heating 
element. 

“I took the percolator from her, 
tipped it upside down, righted it 
again, then attached it to a current. 
It heated. After I had explained 
what I had done, and why, I asked if 
the salesman had not told her how 
to do this when she bought the per- 
colator. He had not, so I apologized 
for his neglect, resold her on the 
percolator by pointing out its good 
qualities, cautioned her not to let it 
boil dry, and re-explained the simple 
operation of turning it on again by 
tipping it upside down. 

“After the customer had left, I 
asked my salespeople why this cus- 
tomer was not told about the cut-off. 
To my amazement, I learned that 
some of them did not even know that 
a cut-off existed in this percolator, 
so I called a meeting to instruct them 
on this subject. I dwelt especially 


upon the necessity of both sales force 
and customers reading the instruc- 
tion cards that come with appliances. 


“As a matter of emphasis, the next 
time the factory salesman visited us, 
I called another meeting and we 
heard from him how these appliances 
should be used, and what points 
should be used in selling. This in- 
struction showed results.” 

This all ended happily for the 
Howard store, but sometimes perco- 
lators do not come back. Percolators 
often stand idle on shelves for weeks, 
just because housewives don’t want 
to go to the trouble and expense of 
taking them to a repair shop. 

Or, if they take their appliances 
to be repaired, they sometimes fall 
into the hands of unscrupulous re- 
pair men. One trick some service 
men practice is that of charging for 
a new heating element when only a 
new fuse is needed, or a cut-off need 
be turned on. These operations are 
simple for the owners to perform 
themselves. 

On a percolator which has a safe- 
ty fuse rather than a cut-off, the 
repair operation consists of the re- 
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moval of a screw or two, and the in- 
stallation of a new fuse. The opera- 
tion may be done before a waiting 
customer, and new fuses sold her so 
that she may do it herself there- 
after. 

Various means are employed to 
instruct salespeople in the uses and 
care of appliances. E. Groesbeck, 
housefurnishings department buyer 
for Ware’s Department Store, New 
Rochelle, N. Y., assembles his sales 
force and “sells” them on each new 
device when he stocks it. 

Another plan is that followed by 
B. Tilem, electrical goods buyer for 
the I. H. Simpson Hardware Com- 
pany, New York City, who gives 
each new salesman a_ practical 
course in the care of appliances, by 
actually letting him take apart and 
reassemble appliances brought in 
for repair. 

A large majority of the hardware 
and department store merchants vis- 
ited sold only standard merchandise. 
In the few instances where one or 





appliance makes sure that his customer will find continued joy in keeping it in use 











two sub-standard items were sold as 
leaders, the merchants admitted that 
there were quite a_ few returns. 
The service question here was solved 
by sending the appliances back to 
the manufacturer. 

The question of persuading 
a customer to part with more 
money for a standard appli- 
ance, instead of a less amount 
for a sub-standard appliance, 
is one of plain every - day 
salesmanship. It is no more 
difficult for a salesman to ex- 
plain the quality of a toaster, 
curling iron or hot plate than 
of an alarm clock or pair of 
stockings. 

The third point—cord and 
plug repairs—is in a category 
by itself. A cord cannot be 
guaranteed against pulling 
loose from the plug, but cus- 
tomers may be warned against 
pulling on the cord to dis- 
connect a plug from an appli- 
ance or a receptacle. The plug 
itself should be pulled. 

One close observer 
that in his extensive trade, the 
cheaper cords and plugs re- 
turn about five times a_ year, 
and the better class ones only 
about once a year. A few sad 
experiences with “mud” plugs 
which crumple with use, and 
a customer is willing to part 
with her money for a good 
one. 

To meet the cord and plug 
repair problem, many mer- 
chants simply turn the cords 
over to some man in the store 


says 








I nave the following appliance or anpliances needing 


and $30 a day on the work done by 
a boy who is paid only $25 a week. 
In stores where heavier appliances 
are sold, especially where hardware 
and other mechanical lines are 


stocked, there is a disposition to en- 





Service 


VERY Electrical Appliance you 
own should be in good condi- 
tion, and give good service 

Manufacturers who exhibit appli- 
ances in our showrooms give guar- 
antees covering mechanical defects. 
If your appliances are not working 
well, please let us know 

Sometimes a small adjustment 
puts an electrical device in active use 
once more. Sometimes replacements 
or more difficult repairs are neces- 
sary. In any case our repair depart- 
ment will put appliances in working 
condition 

Leave the appliance to be repaired 
at any of our showrooms, or take it 
to our Heating Bureau at 270 Canal 
Street. You can also telephone Stuy- 
vesant $600, or mail the attached 
card and a man will call. If there is 
any cost, you will be notified before 
the repairs are made 


The New York Edison Company 
Heating Bureau 


= 
130 East 16th Street ‘ue eee 
ie ag 
Vv 


The New York Edison Company 


130 East 15th Street 


o 


who handles a_ screwdriver. \ our r-presentative call 

Anyone who can handle a Nias 
screwdriver can repair a cord. sites re : pene) 
All he has to know is thatthe : 
“hair wires in the cord should ti i caste pe oe, ; 

be screwed tightly to the etn. eee ti seca 


proper terminals, and not be 
crossed so as to make a 
‘short’.”’ 

As far as that is concerned, 
any man who can handle a 
screwdriver can care for al- 
most any repair job. Several of the 
stores visited have built up a profit- 
able business by giving attention to 
the repair of cords and small appli- 
ances. Even in these stores, it is 
reported that the ability needed is 
commonsense mechanics, rather than 
an electrical knowledge. 

One store which has gone in for 
this business takes in between $10 


The above advertising of 
Company's repair service has relieved many mer- 
chants of their electrical repair problems and has 
increased the business of those who do repairs for 





a profit 


courage repair work as a business, 
and handle almost all jobs except 
those on motors. 

For the general run of jobs which 
come in, Mr. Tilem of the Simpson 
company relies principally on his 
salespeople. New members of the 
force watch the old ones and are 
given a chance to “try their hand” 
at repairs when they are first em- 


14 





repairs. Please have 


the New York Edison 


ployed. In a few days, they are able 
to handle many jobs, either while 
customers are present, or during 
slow selling periods. 

Another common method of han- 
dling service is to have the man-of- 
all-work around the store 
make repairs in conjunction 
with his other work. The 
handy-man of Ware’s, for in- 
stance, handles all jobs not 
sent to the factory. 

A third method is to em- 
ploy a high school boy who 
has been trained in mechan- 
ics. Usually this boy has a 
sufficient polish and tempera- 
ment to enable him to “sell” 
repairs, in addition to just 
“making” them. 

Another method is that of 
“farming out” repairs to a 
regular electrical repair man. 
This is a questionable prac- 
tice, since most repairs may 
be handled satisfactorily with 
less trouble than taking them 
to a shop. 

Even the service problem 


on large appliances is simple 
, if the store has a mechanic. 
oni ~ Concerning washer service, 


~~~ the Thomas F. Leonard Com- 
! pany, Scranton, Pa., says, 


aoe - “We have little trouble with 
+s washers, but when we do, our 


~~ men who attend to repairs on 

~) gas ranges and like merchan- 

“  dise care for the washer ser- 
vice.” 

’ This story would not be 
complete without mention of 
the increased interest on the 
part of electric service com- 
panies in keeping electrical 

ms appliances in use. The inter- 
: est of the merchant in keep- 
: ing customers in proper hu- 
mor to purchase more appli- 
ances is much the same as 
that of the electric service 
company in selling them more 
current. 

The electric service com- 
panies in New York City, De- 
troit, Mich., and Dayton, Ohio, offer 
a repair service to their customers. 
When any trouble develops with her 
iron, toaster, or other appliance, or 
even with her cord, a housewife may 
phone or write the service company, 
which immediately dispatches a man 
“to pick it up” and take it to the 
company’s repair shop. 

(Continued on page 56) 








WEARING A 


SANTA CLAUS steric 


Comes fo Broadcast a Warnin 
Be Prepared Big lade Comi 


EAR Friends of the Air and espe- “Thanksgiving has been arranged as the 
cially those of the XMAS station: big elimination event. This day is a home 
After Amundson failed to reach and table day. Breakfast should be as 
my home station, I concluded that in honor important as dinner and while some mer- 
of his gallant attempt to come and get this chants are making the appeal with table 
message and carry it to the whole world, I coverings, cutlery and china, add to these 
would don my golf suit, summer furs and or (if you do not handle 
straw hat and break prec- these) make your appeal 
edents by bringing the with toasters, waffle irons 
message to you. and percolators for break- 
It perhaps was not gen- fasts and for the dinner 
erally known why Amund- display add some of. the 
son was making his attempt handsome percolator’ sets 
to reach me but on my last (including cups and _ sau- 
winter tour, I left word cers) table lamps and other 
that if some of those mer- articles that conform to the 
chants who had been dis- ideas of the big meal and 
appointed in Christmas the home comfort day. 
profits would send to my “Then, just as soon as 
office during the year, that you have disposed of the 
I would have a message for turkey day debris, make the 


them, to set them right — big slam with the Christ- 
next Christmas. mas line. Everything elec- 


The invitation was ac- trical belongs to Christmas, 
cepted and there can be no from batteries on through. 
blame attached to the fail- Every item in every appli- 
ure, so I am here in recog- CaN — = ~ ; ———— ance catalog has its place. 
nition of gallantry. This tS > “But you are not going 
is the message: to be ready for this big 

“Granted that the racers slam and these final days 
have something of equal of training unless you have 
fleetness, the race will al- worked out the plan. 
ways go to him who is best trained. “Begin now. Study the catalogs. 
That is just as true in Christmas Learn what Christmas packages and 
merchandising as in any other race. decorations your manufacturers are 

“Consistent training over a_ sufficient going to have, so that you can supply 
length of time is the reason for success. anything that is needed to fill in the 

“Long ago, those of us who were con- gaps. 
cerned in holiday merchandising, had this “Don’t forget that the Society for 
in mind, so we arranged the seasons and Electrical Development has plans that fit 
events to offer the proper opportunity. into any scale of merchandising venture. 

“Those in the electrical goods line are “Why not make yourself a Christmas 
ideally situated for this training. present right now of a membership in the 

“Labor Day they are to throw off the Society. It will pay you, and you and your 
hot weather ways and begin training by putting clerks will profit by reading the sugges- 


the selling effort behind the heaters needed for tions of the society.” 
the cool evenings. This is the message I had planned to 


‘Next comes Hallowe’en with its opportunity to send to you. I thank you and the XMAS 
make a distinct specialized display and effort with station. 
the portable lamps specializing lamp shades. 
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Surprise at Harry’s display 


N a trip back to the old home 
() town I was surprised to see 
a nice line of electrical ap- 
pliances in a show window in Harry 


Brown’s | store. Electricity had 
reached that town only a few 
months before and I had not ex- 


pected to find such an up-to-date 
line, although I had always known 
that Harry was a good merchant, 
even if he was in a very small 
town. 

“How about this line?” I asked 
Harry, “Have you done much with 
4 

Harry laughed and then he told 
me the story. I asked his permis- 
sion to print it with his picture 
and everything like that, but he 
said “No, it might sound like a re- 
flection on the folks hereabouts,”’ 
and as we were lifelong friends, I 
had to pass up the names, dates 
and other fact data. But here is 
Harry’s story: 

“You know when they built the 
big sanatorium out by the mineral 
well, they put in a big generating 
plant and got permission to run 
wires in town and proposed to sup- 
ply light; but they put rather a 
high minimum on monthly bills. 

“At the rate named, people here 
were going to pay for a lot of current 
they would not use, for you know 
except for a few bookworms, we 
all go to bed early here. 

“Of course I put in the lights; 
and then I got to thinking about 
how something was being put over 
on me and I decided to use my 
share of the current, no matter at 
what cost. 














Toast at a church ut, 














Harry told the story but— 


How 

















We go to bed early here 


Harry Brought 


Women of the 


“So on the next trip to the city, 
I bought some appliances for the 
table and I was amazed at the way 
the appliances were sold to me and 
also at the results of their use at 
home. 

“You know, the clerks where I 
bought these appliances seemed to 
think I knew all about them, and 
they did not even say as much as 
the shoe clerk would in selling me 
a pair of shoes. But I was deter- 
mined and I bought. 

“Of course those clerks did not 
know that I had never used electric- 
ity in my life and knew nothing 
about it. If they had found that 
out, I suppose they would have un- 
loaded a lot of stuff on me and I 
concluded that I had made a lucky 
escape, by running against clerks 
who were merely order takers. 

“But when I got those things 
in use, the big idea began to dawn 
on me. Out here where coolest 
cookery we had was an oil stove 
and we still used a lot of wood, we 
had no idea of what crisp toast 
made from fresh bread meant. We 
had always thought of toast made 
over a flame from more or less 
dry bread. And because I had never 
sold percolators, no one here had 
them. 

“The idea of poaching eggs right 











Took the percolators home 
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on the table was a new one and 
Mollie and I had a lot of fun a 
week or so, then she told about it at 
the Ladies’ Aid one day and every 
woman seemed to be interested. 
“Mollie asked me why I did not 
turn missionary and help the rest 
cf the women out of bondage and 
I said I would at a good profit. 
That day I went to the city and 
after a lot of trouble I found where 
I could buy a nice line of ap- 


| 














I placed an order 


pliances and I guess the order I 
gave was about the biggest order 
that ever was placed from this town 
for stuff that was not exactly 
necessary. 

“I got a bit shaky about the 
amount I had invested, but Mollie 
laughed and said she would sell 
them and all I had to do, was to 
get outlets so they could be hooked 
up in the store or better, if I would 
get an outlet put in the basement 

















Lunch counter man gets up-to-date 




















I bought some appliances 

















So easy to poach eggs 


Luxury and Ease to 


Old Home Town 


of the church she would run a 
coffee and toast stand there at the 
festival Friday night. 

“I did that. We had six out- 
lets, three for toasters and three 
for percolators, and you ought to 
have seen the stampede of people 
to buy toast sandwiches and ‘res- 
taurant’ coffee and when it was 
over, the women who were on the 
committee with Mollie took all of 
the appliances we had there home 
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Mollie would sell them 


with them, saying they would come 
around to the store and settle. 
“Not one of them kicked about 
the appliances being used, but they 
bought them at regular price. 
“Then I set up some outlets at 
the back counter in the store and 
I made coffee on ‘market’ and ‘dol- 
lar days’ and let the men and 
women cook or warm up their bread 
and cheese or cook eggs or any- 
thing they wanted to for their 














Heaters in the store 


lunch in town. It was a good deal 
like playing a game for a month or 
two and finally the lunch counter 
man came over and asked me to get 
some appliances for him, so his 
trade would not all get away. 

“Then I shut off on this ‘cook 
your own meal’ stuff and as it was 
getting into the fall, I got some 
heaters and put them on the coun- 
ter instead of building fires in the 
stove night and morning. 

“Well, the story is that in the 
course of the first few months of 
electricity in this town I posed as a 
pioneer and as fast as one appli- 
ance got a foothold, I added an- 
other and I have just about got 
through the line and am now set- 
tling down to a steady business. 

“It has been a lot of fun, telling 
the folks about these things and 
showing them how they work and 
what they will do and, of course, 
I have cleaned up a nice profit. 
Still I kinda like to pat myself on 
the back occasionally and say of 
myself that I am bringing hap- 
piness into the old home town.” 

“And how,” I asked Harry, “did 
you get all of these sales ideas and 
how did you get the idea of these 
demonstrations?” 

“They were the fun of the thing, 
and that’s about all there is to it,” 








I show every customer 
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I got an idea 


explained Harry. “You know I was 
born and brought up in this neigh- 
borhood, never been very far away 
nor for a very long time. 

“IT remember that I was jealous 
of you, that time you came back 
after you had been living in the 
East for several years and they got 
you in the pulpit of the Sunday 
School room at the festival and you 
talked for an hour and a half about 
things that people asked you about, 
even about Coney Island. 

“I always wanted to pose some- 
thing like that, but I could not talk 
to a crowd, but I can talk to them 
in small groups and that is what I 
did in this work. 

“I just let on like I knew it all 
and went ahead. Naturally I had 
to show the people how these things 
worked and that forced the demon- 
stration. It may sound funny, but 
I never learned a single thing about 
selling these appliances in the city 
stores, until I got around to wash- 
ers and then I did see a demonstra- 
tion that was worth while. 

“All of this taught me one thing 
and I have taken privately the 
strongest oath I know. It is this: 

“Whenever any one comes in 
here to buy an appliance of any 
kind, if they do not put up both 
hands and swear that they know 
more about using the thing than I 
do, I am going to demonstrate it for 
them. 

“One or two of the early ap- 
pliances came back to me with 
something the matter with them 
and I was a bit afraid to monkey 

(Continued on page 56) 











Learning to fix them 
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HIS PORTABLE FLOOR LAMP HIS LAMP DRAWN TABLE LAMP IS ISTHE yee RESSER LAMPS 
FLOODS THE ROOM FOR GENERAL Jt CLOSE TOA * PROVIDING TWO TABLE LAMP LAMPS-JUST TALL ENOUGH 


THE RIGHT HEIGHT TO LIGHT YOUR FACE 
TO LIGHT YOUR® WHEN STANDING AT 
FACE WHEN SEATED THE DRESSER. THEY 


CHAIR OR DAVENPORT COMPONENTS OF LICHT OF COMMON USE. 
IS SATISFACTORY FOK DIRECT COMPONENT TO IT LIGHTS YOUR 
READING OR SEWING GIVE LIGHT AS AN BOOK OR SEWING. 


USE. LIGHT FOR 
READING, SEWING 
WORK AT A DESK. 


WITH LIGHT AS WELL 
AS SERVING THE vw 
PURPOSE OF THE = 


JOUAL FLOOK LAMP. YOUR PIANO, ETC J SED IN LIVING- — ORDINARY TABLE LAMP IT.DECORATES THE MAY ALSO BE USED MAY BE USED AS 
SED IN THE LIVING U SED INTHE v ROOM, SUN-ROOM,” INDIRECT FOR GEN'L ROOM AS ORNAMENTS pECORATIVE UNITS 
XL KIOM, SUNROOM U/LIVING-ROOM DEN, BED-ROOMS.ETC ILLUMINATION. # SED IN HALL IN YOUR HOME. SED IN BED- 
DEN, MUSICROOM Es: SUN-ROOM, DEN@ foc IN LIVING LIVING-ROOM SED IN BEP-  - \ ROOM DINING 
HALLWAYS, MUSIC KOOM SUN-KOOM, SUN-ROOM, DEN. ROOM, LIVING. ROOM LIVING KOOM, 

KOOM, BED-ROOM DEN,MUSIGROOME MUSIC-ROOM. ROOM MUSICROOM HALL ETC 


PORCHES ETC BED-ROOMS,ETC. SUN-ROOM. ETC. 





The Market for Portables 


Last of a Series on “Wiring and Lighting for the Home” 
Revealing the Sales Opportunities in Domestic Lighting 


4 YHE portable lamp may not 
only be useful when desired, 
but it may always be “earning 

its keep” as a decorative element 
whether lighted or not. The public 
has recognized its decorative value 
even more than its utility and it is 
by far the most popular lighting 
equipment in the home. 

Its place in the lighting of the 
various rooms has been touched upon 
in previous articles where many 
uses were pointed out. Little was 
said in regard to their design and 
commercial possibilities so a discus- 
sion of these phases should be of in- 
terest. 

In general, if a portable lamp is 
to be satisfactory, its shade should 
be dense enough to obscure the light- 
source effectively and it should have 
a large aperture without being too 
shallow or too deep. In the illustra- 
tion above, seven distinct types of 
portables are illustrated. These dif- 


By M. LuckiEsH 


fer chiefly as to height, which has 
much to do with their satisfactori- 
ness for various purposes. A scale 
at the left-hand indicates the ap- 
proximate heights. The shades are 
shown in satisfactory relative di- 
mensions from a lighting viewpoint. 


Uses of Each Portable 


The first portable at the left is 
nearly 6 ft. in height. This con- 
tains not only the usual light-sources 
but also an inverted reflector in 
which a large lamp (from 100 to 200 
watts) is located. The inverted re- 
flector emits a powerful component 
of light upward which is reflected 
by the ceiling. By means of such a 
direct-indirect portable, general il- 
lumination may be obtained for a 
room 15 or 20 ft. sq. 

Two such portables will provide 
all the general lighting necessary for 
a room 14 x 25 ft. if 150-watt lamps 
are used. When the indirect light- 
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ing is not desired, only the usual 
light-sources may be used and then 
the portable appears like the usual 
ones. Such a direct-indirect porta- 
ble need not be as tall as indicated 
if the inserted reflector is narrow or 
deep enough to conceal the lamp 
within it from a person standing 
near it. 

The second floor lamp is slightly 
less than 5 ft. in height. This rep- 
resents the common type of portable. 
Its shade should be deep enough to 
conceal the light-sources and shal- 
low enough to permit a wide spread 
of light so that direct light will fall 
upon the reading matter if a person 
desires to read. 

Lamps should be purchased and 
sold by demonstrating their utility. 
The purchaser or salesman should 
sit in a chair beside the portable and 
try to read. Incidentally, too many 
of these portables, and others for 
that matter, do not permit a suffi- 








cient amount of light to escape up- 
ward so that there is not enough 
light diffused from the ceiling. 
Shades with open tops correct this 
condition. 

The third portable is about 4 ft. 
in height. This is a convenient one 
for bringing close to a chair, table 
or bed. A popular and useful varia- 
tion of this type is the bridge lamp. 


Types of Table Lamps 


The library table, dining table, 
and dressing table are approximately 
30 in. in height. The fourth porta- 
ble or first table lamp is of the di- 
rect-indirect type. It is shown of 
such a height that the top of the 
shade is slightly over 5 ft. above the 
floor. This is a compromise because 
it cannot be much taller and appear 
well. Many living rooms are now 
lighted satisfactorily with general 
light emitted by one or two of these. 

The fifth portable is of the usual 
type. Its shade should have a spread 
sufficient to permit the direct light 
to reach reading matter held in the 
hand of a person seated nearby. 

The sixth portable is a short one 
suitable for the dressing table where 
two would be used. At this height 
the light from the shade will illumi- 
nate the face. 

The seventh portable is a tall one 





for the dresser, the shades being at 
about the height of a person stand- 
ing. 

These are brief glimpses of the 
utilitarian aspects of portable lamps. 
Let us now pass through the various 
rooms. 

In the dining room, two small por- 
tables on the buffet are decorative 
and useful. 

In the reception hall, two small 
ones may be used before the mirror 
or one may be placed on a stand. 

In the living room, a direct-indi- 
rect portable and several ordinary 
ones may each serve some useful 
purpose. 

On the mantel shelf and in other 
places, small decorative portables 
are charming notes. 

The sunroom and other rooms ad- 
jacent to the living rooms are natu- 
ral domains of this type of lighting 
equipment. 


Portables for Bedroom 


In the bedroom, a portable at the 
head of the bed is useful and decora- 
tive. If no brackets are available at 
the mirrored furniture, a pair of 
portables will serve well before each 
mirror. 

In the wired urban middle-class 
homes, there is an average of 1.6 
portables per home. The average de- 


creases to about one portable per 
home for all the wired homes in this 
country. From a careful analysis 
of the lighting requirements in the 
home, it is found that there should 
be about eight portables per home, 
without including any purely decora- 
tive uses. Thus it is seen that there 
is a tremendous market for this type 
of lighting equipment. 


Billion Dollar Business 


There are about 15 million wired 
homes in this country; therefore, 
from a purely utilitarian viewpoint 
100 million portable lamps must be 
sold before these homes are prop- 
erly equipped with them. At the 
modest average price of $10 per 
lamp, here is a billion dollars’ worth 
of business waiting. 

About a million new homes are 
being built each year and many por- 
tables are being used in restaurants, 
shops, clubs, hotel: and elsewhere. 
Add to these the extensive possibili- 
ties of purely decorative portables 
(which should equal in number those 
which are considered above from a 
utilitarian viewpoint) and the total 
is staggering. 


Further discussion on the market 
for portables will be conducted by 
Mr. Luckiesh next month. 








Portable lamps provide subdued lighting and give comfort for reading 
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Picking the 
Prospects Out 
of the Mob 


The first requisite for a sale is the 
prospect. A good salesman is the 
one who can find his own prospects, 
sell them and then close the sale. 

There are sO many persons who 
would be good salesmen if they knew 
how to find prospects, but once the 
list of names that the boss has 
handed to them is canvassed, they 
have nothing to do. They are worked 
out until some one gives them an- 
other list. 

The need of a prospect list is as 
necessary to the salesperson behind 
the counter as to the outside sales- 
man—provided that the person be- 
hind the counter is anxious to gei 
ahead. 

Just imagine a boy setting out to 
become a famous marksman and not 
selecting a target when he goes out 
to practice. Say this boy takes a 
gun and goes out and shoots wildly, 
just making a noise. Ridiculous, 
isn’t it? 

Why every one would smile at his 
story that he was in training to 
become a famous marksman when 
he was arrested for shooting a neigh- 
bor’s cow. 

Every girl who sets out to go on 
the stage or engage in any of the 
more spectacular occupations, musi 
decide first whether she is going to 
be a dancer, a singer or a legitimate 
actor or whether she will write 
humor or sob stuff and work to that 
end. Merely trying to get on the 
stage or to write will not get her 
any place, except on the charity list. 

So if you are going to be a com- 
petent salesperson, you have to get 
a target. Sales must be that target. 

Every inside salesperson should 
have some definite objective, aside 
from waiting on the people who 
come to the counter. In New York 
recently a middle-aged woman was 
forced to seek work. She found it 
in a store where washers and iron- 
ers were sold, and as she knew these 
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the woman. 


“You can’t use a griddle on an electric table 
stove, not enough heat,” said the salesman. 

“Well, I guess we will have to go to Blanks,” 
said the woman, and the couple left. 

The salesman walked back to the center desk. 

For the best explanation of why this was all that 
should have happened or what the writer thinks should 
have happened, ELECTRICAL GOODS will pay $15. 
the five next best answers, $1 each. The competition is 
limited to those engaged in selling electrical goods in 


an established store. 


The staff of ELECTRICAL GOODS will be the judges of 
Address Sales Contest, ELEC- 


TRICAL GoopDs, 239 W. 39th St., New York City. Com- 


the solutions submitted. 


petition closes August 10. 


How Would You Do It? 


$20 for those who carry on where this salesman quit 

HE following incident happened in a large store 

The salesman is a man of mature years 

and experienced in his line. 

he failed utterly in this incident. 

A man and a woman entered the electrical 

goods department and were examining table 
stoves when the salesman approached. 

“We want something to use a griddle on,” said 
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appliances, she asked to be assigned 
to them. Her place was on the floor, 
and from the start her sales tickets 
compared well with what was ex- 
pected of her. 

But she was ambitious. She de- 
termined in her own mind that she 
would sell some of these appliances 
to the people she knew from church 
work. She made a list of the women 
she knew. She worked systematic- 
ally during her social hours, invit- 
ing these women to come to the store 
and see her. 

She checked this list of fifty 
names; first, when one of the women 
came into the store, and second, when 
she had made a single sale, and later, 
a double sale. At last accounts, she 
had eight single sales to this list and 
three double sales, and she said, “I 
am just getting started.” 

She recently asked the merchant 
to put in electric refrigerators, so 
she could sell them to this list. 
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This woman has a target. 

Now, as to getting the prospects. 
It is not hard. 

If you are in a large town, pick 
them first from among the people 
you know or from the persons who 
frequent the store. 

If you are in a smaller city and 
doing outside work, get a list of the 
ten or one hundred richest families 
and decide that you are going to sel] 
these. Or take a particular block, 
learn how many families live in that 
block and decide that you are going 
to sell 25 per cent of them, then get 
the names and such other informa- 
tion as you may require, and hit your 
target. 

Prospects are easy to get but you 
are going to fail if you are trying 
to sell the whole world. Separate 
vour part of the work into sections 
and make each section a target and 
shoot at one target at a time, and 
you will make more “hits.” 
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Concerning Washers, 
Treat ’°em Rough 


“I always treat washers rough,” 
said a successful electrical salesman 
the other day. 

“What’s the idea?”’ he was asked. 
“Don’t you have any regard for the 
washers you sell?” 

“Sure,” he said, “but you see, if I 
treat them rough, the prospects think 
they must be sturdy machines. I al- 
ways bang around washers, acces- 
sories and the like. In this way I get 
across one of my best sales points 
without saying a word. 

“Items like highly polished percola- 
tors, however, I handle somewhat 
carefully. This gives a_ certain 
atmosphere of luxury. There’s a lot 
in the way you handle them 





Forget Mechanics— 
Tell the Uses 


“Not long ago, I listened in on 
a very poor example of selling ef- 


fort. It may not be advisable to 
take space to tell about wrong 
methods, but this sales effort so 


thoroughly portrayed the wrong way 
that it may prove illuminating,” says 
A. H. Dente in Printers’ Ink. 

“We went in to study the pros 
and cons of one of the new house- 
hold refrigerating machines which 
takes the place of the iceman’s daily 
donation. The salesman was an 
earnest, sincere individual who un- 
dertook to explain just how the con- 
traption worked and all about the 
mechanics of it. 

“He did not for a moment seem 
to sense that we were not of a me- 
chanical turn of mind; that we were 
not in the least interested in learning 
why it worked; we took it for 
granted that the thing would work 
and was reasonably fool-proof or it 
wouldn’t be on the market. 

“What we were interested in was 
how much ice it would produce and 
what it would cost to install and 
what it would cost to run and just 
why we would get more satisfaction 
out of it than out of the old ice 
method. 


“Finally, we 
walked away. 


“Nine chances 
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percentage. Probably, if 
years ago he had been taught 
the importance of calm study 
after each failure, he would 
have said to himself: ‘Why 
did they walk out on me?’ 

“And the answer would 
have been: ‘Because I 
couldn’t hold and develop their inter- 
est. 

“‘TLet’s see! They didn’t seem 
to be interested in how the machine 
worked. Then why did they come 
in? Did I try talking along the lines 
of service and convenience? I did 
not’.” 





Get the Lamp Bulb 
Suggestion Habit 


What housekeeper doesn’t 
need electric lamps to fill empty 
sockets? Once in awhile we see 
a home with all sockets filled, 
but just once in a long, long 
while. 

Here is a beautiful chance to 
raise that average sales check. 
When she, the customer, has 
made her purchase of an iron or 
table appliance, why not the 
question, “Do you need any elec- 
tric light bulbs?” Consider the 
barber. how he labors, how he 


persuades: “Don’t you want a 
massage? Don’t you want a 
shampoo?” Most of us do. 
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Manufacturers’ Literature Is 
Not So Full of Bunk 


Literature of various sorts con- 
stantly streams retail 
from manufacturers. Too often it 
reaches the waste basket without be- 
ing read. 

Asked whether this literature is 
read, many salespeople answer, “No, 
it’s full of bunk.” Yet, when asked 
details of some of the goods they 
are supposed to sell, 
ignorance on many points. 


into stores 


they express 


To sell an electrical item, one 
should “know” the item. 
To “sell” electrical goods, one 


should “know” the goods—the goods 
in stock as well as the goods of com- 
petitors. The wise salesperson will 
read manufacturers’ literature, and 
the wise merchant will see that his 
salespersons receive it. 








Mailing out a questionnaire to a general list will yield the names of 
many excellent appliance prospects 


Mr. Mappes, who is general manager 
of the Emery Hardware Company, 
Bedford, Pa., last month gave a 
straight-from-the-shoulder talk on 
what he thought of the electrical 
line. This month he draws from per- 
sonal experience and tells of some 
successful plans for selling washers, 
vacuum cleaners and other large ap- 
pliances.— EDITOR. 


O one need expect results 
\ in the sale of electric ap- 

pliances if he sits compla- 
cently self-satisfied, awaiting cus- 
tomers to seek him out, when other 
live dealers get busy and go out 
after this lucrative business. 


I said that last month, but it 
bears repetition. 

The most satisfactory way to 
handle electric washers, vacuum 


cleaners, dish washers, ironers and 
other large appliances is through 
specially trained salesmen who de- 
vote all or part of their time in 
making appointments to demon- 
strate the articles in the homes of 
prospects. 

Such men are not hard to find. 
Every organization, large or small, 
has one or more of just the right 
type. Such men should be allowed 
to devote all of a specific part of 
their time to going after the busi- 
ness. 

An arrangement to pay liberal 
commissions for such sales. will 
prove attractive to a live-wire 
young man and will cause a desir- 
able class of people who would 
otherwise probably trade elsewhere 
to come to know the store. 


A house-to-house canvass will 
have beneficial influences because 
the salesman will verbally remind 
the people on whom he calls of the 
existence of your house. 

One of the most successful hard- 
ware stores in the country owes a 
great deal of its popularity to the 
publicity given it by its corps of 
four house-to-house salesmen who 
called on people by appointment 
usually made over the telephone, 
and, while primarily soliciting busi- 
ness on washing machines and vac- 
uum cleaners, never failed to leave 
circulars, booklets and other adver- 
tising materials behind, thus form- 
ing contact which frequently re- 
sulted in making permanent cus- 
tomers. 


The greatest difficulty, of course, | 


is getting the names of prospects. 
I sometimes wonder that we fail to 
see virtue for ourselves in what 
others are doing. 





House-to-House Canvass 


Builds Popularity 


One of the most successful 
hardware stores in the coun- 
try owes a great deal of its 
popularity to the publicity it 
gets from its corps of house- 
to-house salesmen. 

While primarily soliciting 
washer and vacuum cleaner 
business, these men never fail 
to leave circulars, booklets 
and other advertising mate- 
rial, thus forming contacts 
which often result in perma- 
nent customers. 
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Meeting the 


By Frank Mappes 


Is it not a fact that we receive 
in our daily mail a dozen or so of 
circulars? How do these people 
get our names? Of course, through 
Dun’s or Bradstreet’s or some other 
rating book or register. I suppose 
that for every hundred they send 
out they receive one reply; but 
that one reply, costing at the rate 
of about three or four dollars, gives 
them a lead which they can follow 
up to successful conclusions. 

If we were to follow the same 
method, we have our local rating 
book or our own mailing list for 
circularizing. Sending out a postal 
card with a reply card attached 
will bring many returns. These 
cards may be in the form of a ques- 
tionnaire, which, when _ properly 
filled out and returned, shall be 
rewarded with a present. This 
present can be some small house- 
hold item such as a paring knife, 
match-box, egg-timer, thermometer, 
etc. 

The questionnaire 
somewhat like this: 

1. Have you an electric washer? 
What make? 

2. Have you a vacuum cleaner? 
What make? 

3. Have you an ironer? 

What make? 

4. Do you know someone who is 
contemplating the purchase of 
one of the above? If so, please 
give name and address of pros- 
pect and check appliance in 
which party is_ interested. 
Upon receipt of this informa- 
tion, you will receive FREE 


should be 


Another good plan is to have one 
of your women employees call up 
people on the phone, asking prac- 
tically the same questions and chat- 
ting amiably with the lady of the 
house. This is often the source of 
good leads. 

Still another good plan is to call 
up everyone who has one of the ap- 
pliances and ask if they have any 
friends to whom they recommended 
the appliance. 















































“Glorified Peddler” on the Doorstep 


How to Get Prospects for Large Electrical A ppliances— 
Building Volume Through the Use of Time Payments 


The one human weakness we can 
readily recruit to our service is that 
same one which impels people to 
recommend their doctor, dentist and 
others. Where would the non-ad- 
vertising doctors be if they did not 
have this type of free advertising? 

The tendency toward selling elec- 
tric appliances on payment plans 
should not deter the hardware deal- 
er from doing likewise. Nearly 
every manufacturer has formed a 
connection with a finance corpora- 
tion which will arrange to finance 
sales up to about 80 per cent of 
their total. Of course, if you are 
able to finance your own your profit 
will be larger. 

Many instalment houses charge 
from 10 per cent to 20 per cent 
more for merchandise when sold on 
instalments. This is particularly 
true of furniture, but this charge 
is exorbitant and should not be nec- 





essary. I have found from experi- 
ence that charging 1 per cent per 
month for deferred payments will 
pay you on your investment 12 per 
cent per annum, in addition to your 
regular profit, at an additional cost 
of 6 per cent if you borrow the 
money to finance the deals. 

Computing the payments of a 
washing machine at $150 on a basis 
of $15 down and the balance at $15 
per month, you would charge your 
customer $156.75 or 4'5 per cent 
for carrying charge. The interest 
should be paid monthly. In this 
way, the first payment would be 
$16.35, the second $16.20, the third 
$16.05 and so on to the last, which 
would amount to $15.15. So you see 
your money would be working for 
you as well as your sale making 
you a profit. 

I have been asked if the extra 
beokkeeping did not absorb this 





Another good plan is to have one of your women employees—one 
with a pleasing voice—call housewives on the phone 
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extra profit. To this, I am happy 
to say that my experience has been 
to the contrary, for very little extra 
work is entailed upon the _ book- 
keeper. We embody in our title re- 
taining contract, specific agreement 
that payments must be made at our 
office and we do not sell these items 
to people who have no credit stand- 
ing in our community. We are as 
careful in selling on the payment 
plan as we are on open accounts. 
Enlarge your field in your town by 
going actively after this business. 
The fly-by-nights are not going to 
stay in the business if a substantial 
dealer launches his craft on the 
seas of.electrical needs. 


Satisfied Customers Are 
Best Leads 


UTSIDE salesmen sold nearly 

three hundred washers for a 
Jamestown, N. Y., merchant last 
year by following up leads from cus- 
tomers whom they already had sold. 
There was little of the regular house- 
to-house selling method employed. 

The company has records of where 
as Many as six washers have been 
sold to relatives of an original pur- 
chaser. Cousins, brothers-in-law, 
and all eventually were supplied with 
washers as a result of one sale. 

This merchant has picked out one 
good washer and has concentrated 
on it. The salesmen are sold on it 
and know all about it, so they go out 
and sell it without having their sales 
talks “muddled” with references to 
other machines. 

Advertising, also, is made more 
effective, because the company can 
consistently “push” the one machine 
and establish its name in the public 
mind. 

A specialty salesman employed on 
a salary and commission basis spends 
most of his time in the company’s 
display window demonstrating the 
machine. Two other salesmen are 
employed to follow up leads and dem- 
onstrate in homes. 








Let’s Talk It Over— 


The Red Seal Home Plan 


HE promotion of the Red Seal Home plan by 

the Society for Electrical Development through 
the various Electrical Leagues is, in our opinion, a 
matter of vital importance to every dealer in things 
electrical. 

The greatest drawback to the use of electrical ap- 
pliances in wired houses today is the inadequate 
wiring. It is difficult to encourage a woman to use 
many electric appliances if she must constantly un- 
screw lamp bulbs in order to attach the appliance. 
She gets tired of this and many ceiling fixtures are 
so high that it requires an actual effort on the part 
of the woman to make the connections. 

The Red Seal Home, to put it briefly, is merely 
a house that has a number of outlets that are re- 
garded by electrical housekeeping students as be- 
ing the minimum to permit a proper use of electri- 
cal servants by the woman who has the task of 
keeping this house clean and pleasant. 

It is only reasonable to believe that the woman 
who lives in a house with fairly convenient outlets 
will use appliances oftener than one who must 
make a distinct effort to use them. Also she will 
buy additional appliances after she has proved to 
her satisfaction that those she has make house- 
work easier. 

So we suggest to every dealer in any sort of ap- 
pliances that he stand with those who are urging 
the Red Seal Home campaign in his neighborhood 
and if the campaign is not started there, he should 
start it. 





An electric generating plant capable of pro- 
ducing current sufficient to light three million 
six-room homes is being built in New York at a 
cost of $50,000,000. Jt is one of three plants to 
supply current for the city. 





The Need of a Target 
NE seldom gets anywhere without an objec- 
() tive. A salesman needs a target just as seri- 
ously as a marksman and he needs a record of his 
hits and misses, so that he can tell whether or not 
he is improving. 

Any dealer or salesman in the electrical goods 
business who is not showing a steady improvement 
in his business, is a failure. The average increase 
of wideawake firms in this business is something 
in excess of 25 per cent. The dealer and salesman 
should come near that figure to merely keep pace. 

There is, of course, the point where the salesman 
reaches something like the point of physical satura- 


tion but he should look well over his methods and 
his time schedule to be sure that this is real satura- 
tion. Perhaps his methods need refining to get out 
waste motion. Perhaps he has gone stale on the 
number of calls per day. Perhaps he is not calling 
back on satisfied customers. 

Certainly every dealer and every salesman in the 
electrical goods business needs to know what he 
did last year and to set his mark for the next, in 
order that he may be sure that he is keeping up 
with the procession. 





The population of the United States increased 
42 per cent from 1902 to 1924. Meanwhile the 
electric output increased 2306 per cent, and the 
per capita use of electricity increased 1512 per 
cent. 





Associated Merchandise 


XAMINATION of a number of reports from 

established stores as to the electrical items 
handled presents an interesting and surprising 
situation. 

Selection of stock, it would seem, has been made 
hit and miss. Closely related items are often miss- 
ing. It is difficult to understand why a merchant 
should stock floor lamps and not stock portable 
lamps. Indeed, it is difficult to understand why a 
merchant would stock lamps and entirely ignore in- 
candescent globes. Globes would seem to mean 
pickup business where a prosperous lamp business 
holds forth. Also it is the sort of business that 
brings customers back. 

In the heating appliances, similar omissions are 
noted. In some cases toasters and curling irons 
are the only lines sold. Such selection of stock ig- 
nores the natural sequence of sales. 





Approximately 9,000,000 of the country’s 22,- 
000,000 homes are yet to be wired, which means 
a considerable increase in appliance sales pros- 
pects. 





Store Traffic Meets Competition 


pear why he didn’t stock electrical appliances, 
the housefurnishings department manager of 
an eastern store answered: 

“There is too much competition. There are two 
good electrical stores down the street.” 

This excuse sounded plausible enough, but did 
not stand under analysis. Investigation showed 
that the two electrical stores down the street were: 














Just Among Ourselves 


doing well, so far as exclusively electrical shops go, 
but that they were capitalizing on the negligence 
of the non-electrical store up the street. 

In other words, they got store traffic only 
through their electrical goods, while the non-elec- 
trical store drew a constant stream of customers 
who came in to buy numerous small items, few of 
which sold for as much as an electrical appliance. 

When a customer wanted to buy a frying pan 
and an electric hot plate, she had to visit two stores. 
The non-electrical store lost the larger sale. 

If the house furnishings department manager 
recognized his responsibility as “purchasing agent 
for his community” in the house furnishings line, 
surely he would be equipped to give a complete 
service, and at the same time give himself more 
profit. 





The annual consumption of electric lamp bulbs 
in the United States is 2.35 lamp bulbs per in- 
habitant. This is the largest in the world. The 
next is Switzerland with 1.62 per inhabitant, 
Germany, .88, France, .72 and Great Britain, .42. 





Widespread Lighting Interest 


ECAUSE of the style element and the constant 
technical improvement in lighting devices, 
home, business and industrial lighting has become 
an important topic to editors who use space for 
educational as well as interest purposes. 

This point is well illustrated by the demands 
made upon the Society for Electrical Development 
for informative articles along this line. The So- 
ciety works along various methods in telling of the 
progress of electrical work. First they send to 825 
newspapers a résumé of interesting items and 
these are widely printed. There is much about 
lighting in this service. Next comes the prepara- 
tion of articles upon request, some of which are 
technical and other popular. 

But with respect to volume, the lighting subjects 
take their high rank of interest in the Better 
Homes Supplement, circulated by the Better Homes 
Bureau. Upon request, the Society supplied the 
Bureau with 465 column inches of electrical subject 
material for the spring supplement, of which 61 
per cent was on lighting. This supplement service 
was sold to more than 100 newspapers and these 
papers have a reader circulation in excess of 30,- 
000,000. 

Reduced to the various forms of figures, these 
measurements are rather bewildering, but the big 
idea is that each spring and fall when these sup- 
plements are circulated in many communities, the 


home lighting subjects are as much discussed as 
dress and millinery styles. Fixture and lamp deal- 
ers who fail to take advantage of this wide discus- 
sion of lighting are certainly neglecting their op- 
portunities. Recently the fixture industry talked 
much about the need of publicity when, in fact, it 
is one of the big publicity subjects. 





There are 12,750,000 homes in the United 
States which use electricity for lighting and 
about 2,000,000 stores and office buildings. Are 
you getting your share of this lamp trade? 


Whose Job Is Education ? 


OME dealers and their sales people apparently 

do not realize the full extent of dependence put 
upon them by the manufacturer of electric appli- 
ances. 

Recently a manufacturer of quite an extensive 
line of electrical appliances said in a letter to 
ELECTRICAL GooDS: “We have not considered it 
necessary for some time to include suggestions for 
use with electrical appliances. All of our goods 
are sold through dealers, and if any information is 
needed on the large articles, it is naturally men- 
tioned at the time of the sale.” 

It is self-evident to any person who has studied 
the sales of electrical appliances over the counters 
that this “natural” sequence does not always hap- 
pen. Also it infers that the salesman knows as 
much about the appliance as the manufacturer. In 
no case do we believe this to be true and if it is 
true, the manufacturer should be ashamed to ad- 
mit it. 

It has long been the rule with successful manu- 
facturers of mechanica] articles to not only make 
suggestions, but to print cautions as to the use and 
care. A study of the average sale of an appliance 
will reveal that the salesman makes few sugges- 
tions and a further study will reveal that if sug- 
gestions are not made by the manufacturer, that 
the clerk does not have any source of information. 
Where should this information come from, if not 
from the manufacturer ? 








It is estimated that from 30 to 33 per cent of 
all homes having fixtures, have a sort that is en- 
tirely obsolete. These, as well as newly wired 
homes, are prespects. 





“It is said the roar of Niagara Falls is to be 
broadcast by radio. Radio fans thought that this 
was being done right along,” says “Life.” We 
used to think that “Life” was funny. 








Radio Clearance in August Is Legitimate—- 





r | MAKE a good look at your radio 
stock right now and plan a 
bang-up radio clearance sale 

for next month. You can’t remember 

my suggesting a clearance sale very 
often in this game of radio merchan- 
dising, but I am perfectly willing to 
advise such a thing when it is logical 

—and during August you are justi- 

fied in running such an event for 

several good reasons. 
First of all, August is naturally a 
month in the 





sales 


Not a “Dumping Event 
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Says Arthur Sinsheimer, Radio Editor 


“It Is a Logical Time in the Merchandising Calendar 
to Clear Away Slow-Sellers So as to Make Room for 


the New Goods Which Must Go on Your Shelves” 


which these exhibits will create. We 
will tell you more of these radio 
shows just as soon as final data can 
be fully gathered. 

Then again, you’ve been through 
a rather slow selling period for the 
last several months and no matter 
how closely you trimmed down your 
stock when we told you about it back 
in April and May, there must be 
some old numbers still on your 
shelves and you ought to take this 








calendar of practical 
merchandising. It’s 
the last of a season 
when _ merchandise - 
that is still sticking 
on the shelf should be 
moved, even at some 
kind of a sacrifice, in 
order to make room 
for the new merchan- 
dise of an approach- 
ing season. 

Just as it is true in 








Make it an honest All right, $il": no fake: 
Sale of 


must move!” 





“we neo special buys:! 








good of fooling yourself any longer 
into believing that maybe somehow 
or someway or sometime these 
“dogs” will move themselves. They 
will not budge—unless you give them 
a kick to start them on their way. 

To try to lay down an August ra- 
dio clearance sale plan for each of 
you without knowing your exact stock 
would be an impossibility, but there 
are a few things I want to tell you 
about that will probably help you to 
make your plans for 
such a sale. 

By clearance I don’t 
mean to say that you 
will have to give mer- 
chandise away. Take 
a usual mark-down on 
the goods you think 
will stand it, and if 
necessary, feature 
some of the _ older 
items at deeper cuts 
as sort of leaders. 





In the first place, be 
absolutely honest and 














many other lines A ——SESE we 

radio takes on new | | = truthful in presenting 

life at the beginning my : a your August radio 
7 ase} clearance. Do not, 





of fall and it doesn’t 
do your business any 
good to have a lot of lingering mer- 
chandise hanging around that might 
sap some of the vim and vigor with 
which the new radio season is all 
set to zo. 

During the first part of Septem- 
ber, radio shows will be held on a 
large scale in various parts of the 
country, with two very big ones in 
New York, where, for the first time, 
the public will be introduced to all 
the newest of the season’s models in 
sets, parts and accessories. This is 
another good reason for you to clear 
your decks before these shows open 
and make room for the new goods so 
that you can take care of the demand 


logical opportunity to get rid of 
them 

You cannot make money without 
turnover, and turning over past 
season merchandise is a tough prop- 
osition after the new models come 
out. Turn it over through a timely 
clearance sale beforehand and you'll 
find yourself better able to finance 
the new goods when the time comes 
a few weeks later. 

Do not forget that the longer you 
hold on to these dead numbers, the 
harder it will be to get any money at 
all out of them, so take your blue 
pencil and cut the prices low enough 
to assure a quick sale. What’s the 
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under any circum- 
stances, try to give your customers 
the false impression that the goods in 
the sale are new items to be sold at 
“cut prices’’—it will positively hurt 
your future business if you even so 
much as make such an inference. 
Come right’ out in the open and 
tell your true story of “why” you 
are running this clearance—to de- 
crease your present stock so as to 
make room for the new radio goods 
of an approaching season. It’s a 
logical reason that every good mer- 
chandise man uses to diminish stocks 
just before new “styles” are to come 
on the market, and you can adopt 
(Continued on page 38) 

















Klectric Lighting Experts Make 
Night Air Mail Possible 
















NOTHER service to _ business 
and humanity has been rendered 
by the electrical industry in 
developing the lighting appli- 
ances that make possible the Night Air 
Mail, which opened between Chicago 


and New York July 1. 


Above is shown the lighted plane. 
The flying and landing lights have 
300,000 beam candle power. 


At the left is one of the 75 revolving 
beacon lights, consisting of four head- 
lights on turntable towers, 30 to 50 ft. 
high, revolving six times a minute, very 
similar to the revolving sea light. 


Above, at the right, is the lone 
sentinel light. This one is on a 
mountain side and has a_ 5,000,000 
candle power beacon. 


Below, at the left, the wing tip head- 
light with which the pilot picks out 
mountain peaks or other obstructions. 





Below, at the right, one of the 
9,000,000 candle power beacon lights, 
above which is mounted a windcone, 
also illuminated, to give the pilot in- 
formation as to air currents. 











Six Ways to 


Before It Develops 







Cord and plug repairs are 
minimized by instruction of 
customers on how to pull 
plugs from appliances and 
receptacles. “Pull on the 
plug—never on the cord” 























By explaining carefully to cus- 
tomers the use of the fuse or 
automatic cut-off at the bottom 
of a percolator, a salesperson cuts 
down useless returns of this 
appliance 


To make sure that all the sales 

staff is acquainted thoroughly 

with each appliance in stock, one 

house furnishings department 

buyer carefully explains the “use 

and care” of each appliance at 
the time it is stocked 












































Handle Service = 


After It Develops 






















Anyone who can 
handle a_ screwdriver 
can make minor re- 
pairs on. cords, plugs 
and appliances. This 
salesman handles serv- 
ice while customers 
wait, or in his leisure 
time between cus- 
tomers 


The simplest way to handle a re- 
turn—give the customer a new 
appliance—with a _ smile—and 
send the old one back to the 
manufacturer 





The handy-man around the store 
is capable of making most re- 
pairs that come in. Even with 
motor-driven appliances, repairs 
usually are of a minor nature, 
such as repairing a switch 


For detailed consideration of the 

“service problem,” read the article 

“Meets Service Problems Before 
They Develop” on page 12 
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UNITY All 
EL ECTRE tea, | 
ERS JFRARY & CLARK | 





Different 


From 
All Others 


, —_ 
HE nozzle is patented. No other Vac- 


uum Cleaner has it. 


No other cleaner works so well. It gets 
all the dirt—even the dirt that is deeply 


embedded. 


Comparison and demonstration tests of 
the UNIVERSAL Cleaner in the home 
will outsell all others. 


Write for further Details 


MOTOR APPLIANCE 
DIVISION 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





What One Foremost 
Appliance Company 


Says, 


66 E have been handling your 


washing machines for over 
two years, during that time selling 
6,154. We can truthfully state 
that yours is, in our opinion, the 
best that is at present on the mar- 
ket. We have no difficulty in 
competitive demonstration and 
our service work has been prac- 
tically nil.” 


(Name on request) 


Write for Our 
Special Proposition 


































































THE TRADE MARK KNOWN IN EVERY HOME 











LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


Millions of Pieces— 


BVERY year millions of pieces of 
UNIVERSAL merchandise go 
into American homes. Think of the 
enormous accumulation of good 
will—_the good words passed all 
along the line. The word of mouth 
advertising of millions of satisfied 
users 1s a greater selling force than 
any advertisement we can write. 


To benefit by this UNIVERSAL 
reputation, keep the 
UNIVERSAL Line 
and Trade Mark to the 
fore—this will increase 
your turnover and 
eliminate having your 
customers go astray by 
accepting something 


“Just as Good.” 





CAA 


» { See 
i ee 
~~ 

- — 


Wrinkle 
Proof 


No Wrinkles 
on the Back Stroke 


HAT makes the most attractive 

selling point in the quality iron 
field? We say Wrinkle Proof. It’s a 
message that women understand and 
will respond to—and they want a 
Wrinkle Proof Iron. Let your sales 
prove this. 








ZS 


Write for special campaign offer and literature 


ELECTRICAL APPLIANCE DIVISION 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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To show clearly that a two-way plug makes 
possible the attachment of two appliances to 
a single outlet, The May Company, Los 
Angeles, Cal., set up this window illustrating 


how this device is used 


Let Your Accessory Displays Tell the 
Story of “Use” 


A socket provided with a plug receptacle also 

provides an additional outlet, says this win- 

dow of the Manhattan Electrical Supply Com- 
pany, New York City 


The uses of bells and buzzers are told effec- 
tively by display cards in this window, which 
is bound to stimulate sales of both bells and 


/ 








batteries 


Fietic for the front door. 
Betis for School. 
felis for Store. 


Bells for Office. 







Betis for Fire. 






Hells for Warehouse. 
Bells for all purposes 






all 





and 


MANHATTAN MADE. 






Buzz for the Boy! 










wi A handy desk push 
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GOOD COMPANY 
PAYS 


or more than twenty vears the .\-C 











I‘lectrical Manufacturing Company 





ECAUSE it sells easily and 
stays sold—because it appeals 
to the largest of markets—because it 


has-been manufacturing electrical de- 
vices of highest quality. During those 
twenty vears, this company has risen 


vields a profit undiminished by eC X- to success first of all because it based 
cessive service charges, returns and all sales eflort on straightforward re- 
a e lations at all times with its dealers and 

adjustments—A-C Dayton repre- sialeneasiiaiaiiaia. 

sents the soundest foundation for : 
future development offered to radio This established policy has reacted to 
retailers today. the definite benefit of A-C Dayton 
dealers within the past season. A-C 


Davton closed last season with = its 


stocks exhausted, its prices firm, and 


THE A-C its dealers in healthy condition—re- 
EI ECTRICAL MFG CO sults of a demand built bv the sheer 
de a 


merit of the A-C Davton line backed 
by the sound policies of this old-line 


Dayton, Ohio 


company. 



























%¥ * * 


With a new season in prospect, A-C 





Dayton faces the new year with deal- 
ers protected in every way. The 
product has been improved—not radi- 
cally, to force a radical cut in prices 
—not experimentally, to catch a fickle 
market—but conservatively as sound 
experience and careful experiment 
have advised. In short, the A-C Day- 
ton receiver for 1925 will again be the 
receiver most sought for—the greatest 
value in actual performance offered to 
the public. 
*# «4 

To dealers interested in the develop- 
mentrof radio as a permanent bust- 
ness, A-C Dayton will have an un- 
usual proposition to offer. Send us 
your name now, that you mav receive 


the information: early. 


The A-C Electrical Mig. Co. 
K-G-7 DAYTON, OHLO 
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To tell the story that an electric cooker 
will do its work while the housewife 
goes out on a call, the Lasalle & Koch 
Company, Toledo, Ohio, set up a fig- 
ure and a model kitchen in a window 
while cooker demonstrations were be- 
ing given in the house furnishings 
department 


Placing Cooking Appliances 
in Their Proper Setting 


Electric table appliances are displayed on a 
breakfast table set up in a model kitchen in 
the house furnishings department of Oliver 
A. Olson Company’s store, New York City 


“With percolator, toaster, waffle iron and grill, 

breakfast and lunch can be prepared at the 

table,”’ says this display in the Fifteenth Street 
office of the New York Edison Company 


o4 
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Turns $15,000 Electrical Stock 


Five Times a Year 


The Woman Would Rather Buy from a Merchant Than a 
Mechanic, Says M. M. Brown, So Give Them 


Francisco fire of April, 1906, 

while parts of the city were 
still smouldering, and _ tragedy 
stalked among the ruins, the hard- 
ware firm of Charles Brown & Sons, 
871 Market Street, started to do 
business again, in order to supply 
the people of the stricken city with 
some of the essentials of life. A 
few months later, while conditions 
and men were still in confusion, this 
firm added a new line of merchan- 
dise to its stock and thereby became 
one of the first hardware firms in 
the country to handle electrical 
merchandise. 

The initial capital investment for 
stock amounted to only a few hun- 
dred dollars. The stock turnover 
during the first year was almost 
negligible. The sales resistance on 
the part of the public would have 
discouraged many firms, and for- 
ever prejudiced them against the 
line “that wouldn’t sell.” But the 
men responsible for the conduct of 
the firm of Charles Brown & Sons 
were confident in the possibilities 
of the future. That is probably why 
the stock of electrical merchandise 
carried by this firm today amounts 
to $15,000, and also why its elec- 
trical department stock turnover is 
five times a year regularly. 


~ HORTLY after the great San 


A Pioneer’s Opinion and 
Experience 


The opinion and the experience 
of a pioneer in any line of mer- 
chandise is usually worth recording, 
and this is particularly true in the 
case of this San Francisco firm. 
We recently asked M. M. Brown, a 
member of the firm, what he 
thought about the prospect of elec- 
trical goods in the hardware trade. 
He didn’t hesitate and think about 
the question, as though he had 
never given it any consideration. 


a Chance and Reap the Benefits 


By CHarLes DOWNES 


“Every hardware store,” he said, 
“should include an electrical depart- 
ment for several reasons. In the 
first place, this is an electrical age. 
In the second place, electrical ap- 
pliances have been perfected to such 
an extent, and have come into such 
general use, that they are now 
actually necessities for the home. 





NE of the first essentials 
for the retailer bent on 
building up a_ successful 
business in electrical goods 
is to departmentize his store 
and his stock so that he can 
give efficient and prompt 
service. The departmental- 
ized store is the only store 
today that can handle a large 
volume of business profit- 
ably. Put your electrical 
goods in your electrical de- 
partment where they belong! 





And in the third place, every hard- 
ware dealer carries various staples 
that are used all the time by elec- 
tricians and home-owners interested 
in electricity. 

“There are now several classes of 
stores where electrical goods are 
sought. One of the most important 
of these is the hardware store. The 
hardware dealer has many advan- 
tages over the so-called ‘electrical 
shop’ which often is run by a me- 
chanic or electrician who knows his 
line well enough, but who is not 
in any sense of the word a mer- 
chant. The mechanic seldom has 
the temperament or the aptitude to 
be a merchant, and this accounts 
for the failure of so many who have 
attempted to operate such a special- 
ized store. 

“The average electrical shop, with 
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few exceptions, invariably has poor 
displays, poor salesmen, a limited 
line of stock and limited ideas for 
handling what it has in a way to 
make it attractive to the average 
buyer. 

“There has been so much _ pub- 
licity lately about the value of 
courtesy and service, that the pub- 
lic expects to find it in a store that 
makes any pretense of efficiency. 
People know today what service 
means and for this reason they 
prefer to deal with those merchants 
where they have been accustomed 
to supply their needs. More and 
more the public is turning to such 
merchants for electrical goods of all 
kinds. 


Advertise Your Electrical 
Merchandise 


“That is why the hardware dealer 
should be prepared to get the trade 
on this class of merchandise. He 
should advertise the fact that he 
has a complete line of electrical 
merchandise, and, what is more, 
that he is prepared to give service 
and expert advice because his sales 
force is trained to give prompt and 
courteous attention to all customers. 
You have to advertise facts and let 
people know what you are doing and 
capable of doing. The public isn’t 
going to search you out to find 
what you do. The hardware mer- 
chant who doesn’t tell people what 
he wants them to know is the loser 
today. 

“Another thing that the hard- 
ware dealer should bear in mind is 
the fact that most of the buying for 
the household is done by women. 
Too many hardware men seem in- 
clined to forget that for their own 
good. Women would rather buy 
goods from a merchant than they 
would from a mechanic, and what 

(Continued on page 57) 





From the Woman’ s 


Making Electrical 
Demonstrations 








The foolish salesman “pulls his magic” 


S nearly as I have been able 
to ascertain from personal 
experience and that of other 

women, the retail sales methods 
employed in the sale of the differ- 
ent household electrical appliances 
vary little if at all. 

The idea seems to be that if one 
appliance can be sold by employ- 
ing a certain method, then it must 
follow other appliances can be sold 
the same way. This is sound reas- 
oning from an academic point of 
view, but not so satisfactory where 
the human factor is involved. The 
reason one method is not, as a gen- 
eral rule, successful, is due to the 
varying degrees women are sold on 
the different appliances and the 
varied uses of the appliances. 

A good example of what I mean 
may be found in the electric wash- 
ing machine and the ironer. Two 
appliances devised to _ lighten 
laundry work, yet each requires 
widely different sales strategy to 
“put it over,” or rather to put it 
into the homes. 

The reason seems_ obvious. 
Women had been pretty well sold 
on the idea of a washing machine, 


even before the advent of the 
“electric,” thanks to the pioneer 
work done in exploiting the old 
hand and foot power machines, 


and, later, those equipped with a 
water motor. Whereas a machine 
to do the ironing—that is an in- 
novation, and not all women have 
sold on the idea. 


as yet been 


Demonstrating the Washer 


To make my point even clearer, 
selling the electric washer is 
largely selling the woman the par- 
ticular make of washer which you 


are handling—or the make _ in 


which she evinces interest, if you 
happen to handle several types and 
makes of washers. In short, she 
has arrived at the stage where she 
wants to buy a washer but she has 
not yet made up her mind which 
washer will prove the best for her 
particular requirements. 

Far too many salesmen begin to 
sell us the washer without in the 
least troubling to find out what our 
requirements really are. 

This is good salesmanship only 
when one has but one washer to 
sell, but where there is a choice 
the better plan is to draw the 
woman out as to her actual needs 
and then try to sell her the washer 
you know will best meet them. If 
her family is large she is apt to 
find a large capacity washer, or one 
cf small capacity but a short run- 
ning time better than a small ca- 
pacity washer which must be run 
for practically as long as the large 
capacity washers. 

Also, it is necessary that the 
salesman know the general dimen- 
sions of the space into which the 
machine must fit, and then bring to 
the attention of the customer the 
washer which is best adapted to 
that snace. It is this service that 
most women desire and like to re- 
ceive, always provided it is diplo- 
matically done. 

Having once learned the cus- 
tomer’s requirements, begin demon- 
strating the washer in which you 
are trying to interest her. Remem- 
ber that usually it is the demon- 
stration which sells or unsells the 
customer on the washer. If you 
are not facile in handling the 
washer it would be far better not 
to try to demonstrate it, for I be- 
lieve that the majority of humans 
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By Ethel Wan-Ressel Chantler 


are inclined to judge by appear- 
ances. 

If the demonstrator is clumsy the 
unfavorable impression will reflect 
on the washer, for we are apt to 
feel if the appliance cannot be 
made to run well when operated by 
a person who stands forth as an 
expert, how could we poor novices 
ever conquer it? 


Dangerous Practice 


There is also another reason why 
the demonstration must be prac- 
tically perfect, and that is because 
most of us only want to see an- 
other cperate the device in order 
that we may later imitate’ the 
actions. It is very important, 
therefore, that what you do is right 
because the customer will take her 
cue from you. 

Of this I have had ample proof. 
One instance of this was my next 
door neighbor. Only recently she 
had become the proud possessor of 
a brand new washer. In her glee 
she asked me over to see the new 
marvel work. The very first thing 
I noticed was that she connected 
her washer to a lampsocket and 
screwed in the plug while it re- 
mained attached to the cord, in- 
stead of first separating it, then 
screwing the plug into the socket, 
and inserting the knife blade end 
of the plug attached to the cord 
into the half already in the lamp- 
socket. 

On the face of it, this may seem 
a very unimportant matter, but as 
we all know this practice is any- 
thing but good for both cord and 
lampsocket, which is precisely why 
the manufacturer went to the ex- 
pense of supply a separable plug. 
When I told my neighbor this was 








Pount of View—V1I 


Washer and Ironer 
More Practical 


“There Is a Difference in 


not good practice she was incred- 
ulous and looked at me doubtfully. 

“How could it be wrong,” she de- 
manded, hadn’t she seen the dem- 
onstrator do just that? After a 
little explanation she saw the point 
and I left her a less gullible being 
who would not be so trusting the 
next time. 

A similar carelessness on the 
part of a demonstrator cost an imi- 
tative friend of mine a doctor bill 
for severe burns which she re- 
ceived in pulling the plug out of a 
convenience outlet by tugging on 
the cord instead of taking hold of 
the plug and thus removing it. 

This constant tugging eventually 
loosened the connection in the plug 
and the very next time she tugged 
at the cord it let go, the electricity 
arced and her hand burned. From 
this time on she developed a fear 
of everything electrical and now 
does not hesitate to express her 
unfavorable opinion of any and all 
electrical appliances. 


Facilitating Demonstrations 


To facilitate the work of the 
demonstrator the washers should 
be located within a short distance 
of running water. If there are a 
number of washers, a good thing 
would be to attach to the water 
faucet a hose long enough to reach 
to any of them. This will simplify 
the task of filling the washer. 

Next, one should always have 
handy several packages of soap 
flakes and a basket of soiled cloth- 
ing. The pieces which usually 
make the greatest impression on us 
are men’s shirts, soft collars, very 
soiled children’s garments, greasy 
dishtowels and men’s overalls. 

Throwing these into the washer, 


Methods” 











The wise salesman gives a practical demonstration 


filled perhaps with cold water, and 
taking them out 10, 15 or 20 min- 
utes later perfectly clean, is far 
more convincing than the most 
persuasive tongue of any demon- 
strator or salesman. 

Where one is obliged to use cold 
water instead of luke-warm it may 
take a longer running time to clean 
really soiled pieces, but this can 
easily be explained and the prac- 
tical housewife will understand. 

As the demonstrator proceeds it 
is well to give the customer useful 
hints which otherwise would sound 
like preaching. Explain that to be- 
gin by using really hot water for 
washing has the same effect upon 
the clothes as it would be to drop 
them into the boiler before the dirt 
has been soaked out of them. This 
lodges the dirt in the material. 

Also remember to mention that 
all cuffs, collars, grease spots and 
stains must be proper!v soaned be- 
fore the wash is put into the 
washer, otherwise they will most 
likely remain in the wosh. 

This in no way belittles the abil- 
ity of the washer; on the contrary, 
point out that the washer does not 
possess any selective capability en- 
abling it to hunt out spots in each 
piece of clothing and rub them out 
—it washes evenly and removes the 
spots only when enough soap has 
been anplied to the dirty parts, 
thus supplying a_ vehicle upon 
which this extra dirt can ride out 
of the fabric, to put it that way. 


Don’t Try to Upset Habits 
Many clerks have the bad habit 
of promising the “world with a 
fence around it’? which results in 
the customer’s disappointment and 
subsequent dissatisfaction. 
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Don’t try to upset such habits as 
the average woman has inherited 
throughout centuries. I have seen 
any number of sales lost because 
the salesman tried to tell the 
woman she did not need to soak 
her clothes when washing them 
electrically. 

This offends most of us because 
our common sense tells us that in 
reality the electric washer is not 
a miracle worker such as it is often 
represented, but a very reliable re- 
lief from the actual drudgery of 
rubbing and wringing out of 
clothes. This is all most of us ex- 
pect and the moment exaggeration 
steps in we begin to doubt whether 
after all the thing is as good as 
we thought. 


Cater to Tradition 

It is my honest advice to all who 
cater to women to take into consid- 
eration the fact that women have 
generations of experience and tra- 
dition behind them, and that they 
cannot cut loose in an instant and 
discard the old, and up to now, per- 
fectly satisfactory methods. 

Of course, we all know that it 
is not necessary to soak slightly 
soiled linen such as are often used 
for demonstrations, but the really 
soiled pieces must either be soaked 
or the electric washer must be run 
« longer time than is usually re- 
quired for ordinary use. Inasmuch 
as the longer running time usurps 
cur waking hours we do, and prob- 
ably will, prefer soaking the 
clothes over night and thus dis- 
lodging the surface dirt. 

Demonstrating and selling the 
ironer differs from the sales strat- 
egy employed in_ selling’ the 
washer, in that the majority of 








women consider the ironer in the 
light of a mangle. Also they re- 
member that the _ old-fashioned 
“mangle,” from the French root 
meaning, roughly, to make smooth, 
was good only for flat work; and 
in the small family the usual 
amount of flat wash in their opin- 
ion is too small to justify the ex- 
penditure. 

To this argument, the objection 
may be raised that the wonderful 
work of the ironer demonstrators 
and the tremendous publicity given 
to the ironer should have broad- 
casted the fact the electric ironer 
is an all round ironing appliance. 
This indeed is true. 


Sometimes Too Much Skill 


Most housewives know or have 
been told the ironer will do all this, 
and many of them have viewed 
trained demonstrators whisk a 
man’s shirt through and have it ex- 
pertly done before one could say 
‘Jack Robinson,” but alas! this in- 
stead of encouraging the house- 
wife has discouraged her. 

She thinks that to be able to do 
the things the demonstrator does 
with facility will take her ages, and 
she is of no mind to unlearn the 
old way and learn the new. Even 
the prospect of sitting down to her 
work does not sufficiently intrigue 
her to attempt it. 

On the contrary, very few women 
seem to be able to overcome the 
old habit of standing to their work, 
for some reason this added strain 
seems to assure them they are mak- 
ing headway. 

It would seem to me, therefore, 
we ought to be sold on the basis of 
the quantity of clean clothes, which 
all women would enjoy and very 
tew can indulge, even where a 
washer woman is hired to do them. 
After all, her powers are not great 
enough to do any but an average 
day’s work, and this is not enough 
to enable us to gratify our desire 
for frequent changes of table and 
bed linen and changes of clothing. 

This and the fact that one may do 
double the quantity of laundry 
that could be done by hand is a 
very strong argument indeed. 
Where there are children this is a 
real factor, and for that reason 
here again the salesman or demon- 
strator should try to first learn the 
customer’s needs before starting to 
sell her the appliance. In fact, the 


customer’s own words may then be 
used against any objection she may 
raise to her need for the ironer. 

Like the washer, the demonstra- 
tion of the ironer should be per- 
fect so far as operation is con- 
cerned, but the demonstrator 
should not flip things through so 
that her very facility will provoke 
sales resistance. And as the dem- 
onstration progresses each point 
should be explained. 

The reason for feeding each 
piece into the ironer differently. 
Why it is best to feed in the closed 
end of a pillaw case first; in folding, 
why the closed corner should go 
first; the best way to feed in the 
large pieces such as sheets and 
tablecloths. In fact, everything 
which the demonstrator does. 

One must remember that while 
certain actions have become al- 
most as second nature to us, they 
are particularly new and interest- 
ing to others, who are to do them 
for the first time. 


Behind the Wheel 

Whenever possible have the cus- 
tomer sit down to the ironer and 
have her feed several simple pieces 
through it. This is the automobile 
salesman’s trick of working on the 
customer’s vanity. Just as he gets 
the man behind the wheel of the 
car for the purpose of awakening 
his desire to let his friends see 
him, so will the woman desire to 
show her friends what a leader in 
household improvement she really 
is. 

Do not tell the woman that she 
can sit down and iron men’s shirts 
and frilly pieces at once, but show 
ker how simple it will be to do 
them when once she has overcome 
her natural fear of the thing and 
begins to feel its mistress. 





Radio Clearance 
Is Legitimate 
(Continued from page 26) 


this same policy in your radio depart- 
ment. 

Tell in no uncertain language that 
while the sets and parts have been in 
your store during the last season, 
they are just as efficient in operation 
now as when they were put in stock, 
but because the new incoming models 
might change a bit in appearance, 
the present stocks must be cleared 
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away and therefore the reduced 
prices—an opportunity for custom- 
ers to get some good radio merchan- 
dise at lower-than-usual prices when 
they care more about how the sets, 
parts and accessories will function 
than how they are “wrapped up.” 

Be sure to state during the entire 
run of the event that “none of this 
clearance stock was _— specially 
bought for the sale.”’ That it is not 
a lot of junk picked up from over- 
produced manufacturers at “dump- 
ing” prices and now sold at “joker” 
figures. 

Impress your customers from start 
to finish that all the merchandise in 
this sale is your own stock—reliable 
goods that has been in your store 
during the present season and not 
job lots of special purchases bought 
purely and simply for sale purposes. 
This fact cannot be too loudly or too 
often brought out. 

Use newspaper ads, window cards 
and display posters to feature the 
Radio Sale. A special letter to your 
mailing list about a week in advance 
of your sale should create a lot of 
interest in the event. Make it an 
invitation to “come in at once and 
look over the stock so that notes can 
be made on what you’ll want when 
the sale starts on such and such a 
day.” 

This special letter idea gives a sort 
of personal touch and makes the 
recipient feel a bit honored at being 
privileged to “see what’s doing be- 
iore the curtain goes up.” 

By the way, if you have any good 
portable sets left from the summer 
selling season, you need not worry 
about them because it looks like 
portables will be quite popular dur- 
ing the fall and winter seasons, even 
though in previous summers we 
thought of them only in terms of 
vacation sets. Maybe the increased 
sojourning in Florida and other 
warm climes has some bearing on 
the matter—so hold on to your port- 
ables awhile and see how true this 
latest prophecy is fulfilled. 

That’s about all I can tell you of 
this August Radio Clearance Sale in 
a general way, but if there are any 
further suggestions you want along 
the lines of some particular prob- 
lems you might have in your own 
radio department, write me a little 
letter about it and give as many facts 
concerning it as youcan. I’ll be only 
too glad to try and help you. 























EER PEET. I got your letter 
where you sed you thawt it 
was a helluva thing to be 

kicking about bell ringers getting 
our bizness away and then go out 
and be a bell ringer yourself. 
Well Peet aint you ever herd of 
fiteing fire with fire and aint you 
ever herd of the hare of the dog 
curing the bite and aint you ever 
herd of beeting em at their own 
game? 

I can see that your boss woodnt 
mebby be very anxous to send you 
out selling satin slippers around at 
houses, speshully if he knoze about 
the time that fat woman slappt 
your rist when your hand slippt. 
But in this new electrick bizness 
its diffrent. This isnt ennything 








Its a hee-man 


like fitting feets. 
job. 
Persy kind of got a rize out of 
Ireen yestiddy and it aint very 
often ennybody pulls ennything 
like that, speshully old_ ivery 
dome. They was a girl cum in and 
askt Ireen to show her a electrick 
hare curler and Persy was lissen- 
ing in and this girl was a squifty 
little performer all rite. She wood 
make enny snuggle-pup like Persy 
roll a wild eye her way. And 
Ireen herself saw she was doing 
bizness with sumbody that wasnt 
going to let ennybody beet her 
to it. 

Well Ime strong for lreen even 
if she aint very strong for me—yet, 
but I got to admit Ireen dont like 
to see ennybody cum around thats 
got enny ej on her for looks. And 
they dont mene of em show up. 








So lreen got a little high-hat with 
this customer and thats where she 
slippt. The girl lookt at the curler 
she was looking at and she says to 
Ireen, “Are you shure this will 
make the hare look that butiful 
fluffy way thats so chawming?”’ 

Ireen sed yes it was just the 
thing for that. 

And the girl sed “‘Hav you ever 
used one of them?” And Ireen sed 
yes she used one all the time. The 
girl didnt say ennything but she 
lookt at Ireen’s hare and then she 
laid the curler down that she was 
talking about and walkt out on 
Ireen without saying’ ennything 
more. 

Then Persy, the big boob, just 
whoopt and we all wanted to kno 
what was the matter, becaws they 
wasnt enny customers to keep us 
from asking. So Persy told on 
Ireen and she got sore and woodnt 
speek to ennybody but customers 
for hours, and if a bad look cood 
kill a feller Persy wood be ded as 
Firpos chance of being world 
champeen. 

So this morning Ireen cum back. 

This week we all get a com- 
mishon on the washing masheens 
we sell. Persy had a customer on 
one and it was a woman heed bin 
higgering on selling to when she 
got reddy to buy and heed talkt 
to her about it 2 or 3 times. Weil 
lreen didnt hav enny cotton in her 
eers when she was neer Persy, not 
since yestiddy. 

So when she herd this woman 
asking Persy about what this wash- 
ing masheen wood do when it cum 
to washing dellicit lonjery, Ireen 
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just bored rite in and sed so and 
so and so and so and nacherly the 
woman turnd around and did all 
her talking to Ireen when it was 
lonjery she was talking about. 
Persys a dum bell ennyway. Purty 
soon lIreen was rite between Persy 
and the woman and Mister Persy 
was out of luck and Ireen sold the 
washing masheen and got her com- 
mish and then she just giv Persy 
the laf. It didnt bother her enny 
to hav Persy call her Ireen the 
qween of the washing masheen. 

I gess Persy will haf to get along 
without getting even with Ireen 
becaws Ireens going to get all of 
Persys commishons if he. starts 
ennything. You see Persys one of 
theez birds that ‘Il make a sail 
enny time when sumbody cums in 
and tells him they want to buy a 
certain thing of him, and if theres 
a commishon heel do a little extry 
to make a sail. But he aint going 
to do enny moren he has to unless 
he gets sumthing for doing it. | 
expect heel get so he wont sell 
regguler customers unless they giv 
him a tip for waiting on em. 

Now whats the use of a feller 
being like that? Heez looking 
for a raze in his pay every pay 
day afd what wood ennybody raze 
his pay for? 

I gess Peet you and me are 
anxous enuf to get more pay but if 
the boss cant make enny munny 
on us we aint énny good to him. 
If he pays us every cent we ern, 
hows it going to be enny object 
to hire us? 

Yours til niaggary falls, 
Johnny 











“Electrical Census” Yields Prospects 


R. T. Albee Tells How He Found Out Who 
Needed Electrical Appliances in Newport, Vt. 


ESS than a generation ago, 

J peor were riding in horse 
cars; streets were gas-lighted; 
water was lugged from wells; and 
even in the hottest “dog-days,” meals 
were cooked over a sizzling wood fire. 

Now automobiles, city-water, elec- 
tric lights, electric stoves, vacuum 
cleaners, and the radio make the 
age that knew not these con- 
veniences seem remote, less civilized 
than ours. 

Everything, today, tends toward 
less drudgery, more leisure for all. 
The use of that marvelous and yet 
strange thing that we call electricity 
is making all this possible. No 
longer are time and labor saving de- 
vices only for men in their business 
of making a living, but for women 
in their business of making a home. 
Electricity is fast becoming the 
housewife’s most valued servant and 
in time the burden of woman’s, as 
well as of man’s, labor will be 
shouldered by electricity. 

Merchants have tried all kinds of 
plans and schemes to place these la- 
bor saving electrical appliances and 
conveniences in the homes of their 
customers. True and_ Blanchard 
Company, Newport, Vt., realized 
that in the last analysis the only 
way to get the electrical appliance 
business was to dig up prospects and 
“go out and sell.” They believe that 
local newspapers and direct mail ad- 
vertising are an important part in 
sales work. 

Some time ago they put on a well- 
arranged, systematic advertising 
campaign designed to accomplish 
three things: 


1. To dig up prospects for elec- 

trical appliances. 

To add names of prospective 

customers to the mailing list. 

3. To cooperate with the local 
light and power company in 
the distribution of labor-sav- 
ing electrical conveniences to 
the people of the city. 


bo 


The names of twelve hundred 
housewives were secured from the 
local light and power company which 


allowed the use of its list of custom- 
ers. Each of these names was given 
a number. These names and corre- 
sponding numbers were kept on 
file. To each name on this list was 
sent a letter, personally signed, with 
self-addressed post card attached. 

With the statement that the in- 
formation would be kept confidential, 
the person was asked to check op- 
posite the list of electrical appliances 
those they possessed, and return the 
card. Twelve hundred letters were 
sent out and one thousand properly 
checked cards were received back. It 
was very surprising to find out the 
number of homes without any of the 
forms of electrical conveniences 
which we listed. 

Here are some of the results which 
the cards gave us: 


Only 78% had electric irons. 


“ 80° “* yacuum cleaners. 
“ 30% “* toasters. 

“ 25“ ‘“* washers. 

‘6 i 4 sé 


5 curling irons, 


und so on down the list. 

The results of this campaign were 
exceedingly worthwhile. Our sales- 
men were given a large number of 
prospects and many sales were made. 
It aided the advertising department 
by enabling it to send the direct- 
mail advertising in a more system- 





to each name advertising only of 
those appliances which they did not 
have. It helped sales in every de- 
partment of the business. 

A permanent record of each pros- 
pective customer was kept on a suit- 
ably indexed card, giving name, 
credit rating, occupation, and name 
of local newspaper which reached 
the home. Space was provided on 
the card to indicate those appliances 
for which he or she was a prospect. 
The cards were filed in cabinets, 
suitably marked with colored tabs, 
so to pick out at a glance (each color 
denoting prospect for certain appli- 
ances), all prospects who might, for 
instance, be prospects fcr washers, 
etc. 

This campaign not only made 
money for the firm but resulted in 
cutting down advertising expenses 
by going about the matter more sys- 
tematically. 

The letter which accompanied the 
return post card follows: 

Dear Madam: 

I am taking a census of electrical 
appliances being used in the City of 
Newport. Please check thus (X) op- 
posite appliances you possess on the 
inclosed self addressed post card. Then 
mail ecard. This information is im- 
portant and will be treated confidential. 
You do not need to sign yous name. 

Thanking you for your cooperation, 


I am, 
Very truly yours, 
R. 








atic and paying manner, as we sent T. Albee. 
l 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 
| 
| Name SR es eae ee eed ee eee 
| Oo... ot gage ha ease eae ene k eee Ce nee a a a aan & 
I os bute 00.6608 teSEPeE VEEL DO AER TREO ANREP ORE K SeRKEKO ES 
1. Vacuum Cleaner 6. Flat Iron 11. Range 
2. Curling Iron 7. Percolator 12. Grill 
| 3. Chafing Dish 8. Radiator 13. Cooker 
| 4. Dish Washer 9. Vibrator 14. Toaster 
| 5. Waffle Iron 10. Hot Plate 15. Washer 
| 16. Radio 
| 





A permanent record of each prospect was kept on a card—the numbers at 
top were checked to indicate readily the appliances already possessed 
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Tips to Help Your Set Owners 
This Summer 


Suggestions on How to Aid Your Customers and Bring in More 
Business for Yourself—Take a Rap at the “Summer Slump” 


The Human Element 


Influences Reception 


The best receiving set ever de- 
signed can deliver no better results 
than it is permitted to by the skill 
of the operator. Much depends on 
the listener who may have grown 
careless through his winter and 
early spring experience. Real care 
must be exercised in summer if good 
results are to be had. 

For really good results, head- 
phones should be worn in tuning a 
signal as clean and sharp as possible. 
It may be well also to experiment 
with small fixed condensers of va- 
rious capacities connected across the 
loudspeaker terminals as an aid in 
“clearing up” the signal. 


Shorten the Aerial 
or Use a Loop 


Since much interference has defi- 
nite directional origin, it may be re- 
duced greatly by a loop antenna. 
The rotation of the loop will dis- 
close a_ better signal-static ratio 
than is possible with the usual form 
of non-directional antenna system. 

If it is inadvisable to suggest the 
purchase or construction of a loop, 
suggest that the customer shorten 
his regular antenna, perhaps bring- 
ing it indoors. An indoor antenna 
may be nothing more than 50 ft. of 
wire tucked behind the _ picture 
moulding around a room. If the 
radio listener has been using excep- 
tionally large outdoor antenna, one 
of 100 ft. and over, it may be well 
to suggest he try a shorter outdoor 
antenna. 


Dispelling the 
Lightning Bugaboo 


Properly erected and protected, a 
radio antenna is a highly efficient 
protection against lightning, and is 
not a hazard as some believe. Tell 
customers that the modern outside 


antenna is nothing more than a 
modified lightning rod, and serves 
in much the same capacity. It is 
connected to the ground through a 
tiny air gap or vacuum gap of the 
lightning arrester. 


Overhauling the Radio 
Receiving Set 


Just as the automobile requires 
some overhauling after the long 
summer season, so the radio set re- 


quires overhauling after its long 
winter season. 
The “B” batteries should be 


tested. The chances are that they 
have dropped down in voltage from 
221% to 15 or less. This reduces 
signal strength and introduces new 
noises which one is prone to blame 
on anything but the set. New “B” 
batteries should be installed if the 
old ones have been in use six months 
or more. 

The connections of the set should 
be examined, and the various com- 
ponents carefully brushed free of 
dust. The antenna also should be 
cleaned if it has been up long. 


Other Sales Stimulants 
Made for Us 


A number of broadcasting stations 
today are operating on an antenna 
rating greatly in excess of the power 
used last year. The power in many 
instances has’ increased _ 10-fold, 
which implies a 10-fold increase in 
the signal strength at the receiving 
end. 

In receiving from local stations 
during the summer-time, the radio 
listener has the advantage of a high 
signal level as compared with the 
relatively low static level from dis- 
tance stations. It is a good rule in 
summer to lay stress on local pro- 
grams. ‘Not how far, but how well” 
should be the summer time slogan. 

Certain improvements in receiving 
set design have had a marked effect 
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on the reduction of atmospheric dis- 
turbances. Many of the new port- 
able sets have highly selective cir- 
cuits which “‘weed out” disturbances. 
Loudspeaker designs also have been 
improved. 


What to Do with 
the Sales Force 


There is no doubt that, due to the 
vacation-time spirit and a belief in 
interference, there are not as many 
store customers in summer as in 
winter. The question for the mer- 
chant is whether to “fire” the radio 
salesmen and be forced to build up 
the organization the next year, or 
to keep them busy. “Firing” is un- 
necessary, since there is plenty for 
the salesmen to do. 

Since radio-in-the-home drops in 
popularity, stress may be placed on 
portables for the out-of-doors. Most 
portables are so constructed that 
they are well-appearing in the home, 
so they need not be confined to sum- 
mer time use. 


Let Salesmen Make 
Service Calls 


Haynes-Griffin of New York City 
has instituted a repair service. Ac- 
cording to this system, service men 
make monthly calls on purchasers 
of the company’s sets to see if the 
sets are working properly. A charge 
of $10 a year is made for this ser- 
vice, and is willingly paid. 

Such a system inaugurated in 
summer will keep the salesmen busy, 
and will give good openings to fur- 
ther sales. Say, let the salesman 
carry a portable in one hand and an 
electric fan under the other arm. 
Here is a chance for additional 
sales. Or, instead of the fan, let 
him carry a small case with a mis- 
cellaneous assortment of radio and 
electrical supplies. This service 
should build good will and pay an 
immediate profit. 





Complete SERVEL 


Refrigerators 
with machine in base 


ie (Onuese are specimen advertisements to be used in a national advertising 
campaign of impressive proportions, which begins shortly in The Saturday 


Evening Post, Good Housekeeping, Town and Country, Country Life in 
America and a number of other publications. 
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Mbpdel G2. For small homes and 
apartments. White enameled 
hardwood casing; porcelain 
lining; insulated with 1'3” of cork- 
board and three plies of insulating 
felt. Makes 60 ice cubes: 7square 
feet of shelf space forfood-freezing 
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compartment 4°4” x 9'2”x 9”. 
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Mod2! Bz Heavy-gage metal 
construction, snow-white enamel 
with white porcelain lining. Thor- 
oughly insulated with corkboard, 
cellotex and dead air space. 
Heavily nickeled brass hinges and 
locks. Makes 96 ice cubes: 8square 
feet of shelf space for food. 





(Photograph taken at speed of 1/1500 of a second) 


You can demonstrate the intensely Favorable attention is the first 
cold SERVEL refrigerant by taking step in selling. This little demon- 
half an inch of water in one glass, stration gets it instantly. The refrig- 
and half an inch of refrigerant in  erant is harmless and free from of- 
another. Pour the refrigerant into fensive odor, so the test can be 
the water and it makes ice faster made anywhere—in a _ prospect’s 
than your eye can follow theaction. home or office, if desired. 





— 








Model Az. Snowy-white enam- 
eled metal cabinet, buffed alumi- 
num trim. Heavily nickeiedhinges 
and roller locks. Insulated with 
thick corkboard and triple min- 
eral wool. Makes 96 ice cubes: 
plenty for the table and suff- 
cient additional to make two | 
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quarts of ice cream in a freezer. 


14'2 square feet of shelf space for 
food. No 
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A great stride. forward 
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cAn invitation to 


become a SERVEL dealer 


After three years of highly successful experience in marketing 
SERVEL Electric Refrigerators in the midwest, our sales organi- 
zation is now expanding to national proportions. 


To the Merchandise Sales Managers of utility companies, and to 
electrical goods dealers with high local standing, an invitation is 
extended to join us in an aggressive sales campaign. 


SERVEL has distinctive features that appeal instantly to every 
user of refrigeration. Among these are— 


1. A refrigerant with a temperature of 10 degrees below zero at 
normal pressure. This gives quick, economical refrigeration. 

2. This refrigerant is harmless, non-corrosive to metal, and free 
from offensive odor. 

3. A twin-cylinder compressor that is quiet and highly efficient. 
It uses electric energy thriftily. 

4. A range of sizes in machines and cooling tanks that takes care 
of 95 per cent of all domestic requirements, and small com- 
mercial needs as well. 

5. The largest capacity of any refrigerator on the market for mak- 
ing ice cubes. Even the smallest SERVEL makes 60 cubes at a 
time, and the larger sizes make 100 cubes. 


Those who understand electric refrigeration best are strongest 
in their praise of SERVEL. 


Over 100 of the largest electric light and power companies have 
already investigated and are aggressively advertising and selling 
SERVEL. These include Commonwealth Edison Company, of 
Chicago; Rochester Gas and Electric Company, and Philadelphia 
Electric Company. 


A business connection can be made in these early days of electric 
refrigeration popularity that may not be open again for many years. 
SERVEL is strongly financed and permanently established. There is 
nothing experimental about SERVEL; three years of commercial 
success prove its soundness, and thousands of machines are giving 
complete satisfaction in homes. If you have the force, facilities and 
ability to sell SERVEL, we would like to hear from you. 


THE SERVEL CORPORATION 
17 East 42nd Street, New York 


a en , 


| 























in Electric Refrigeration 
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SERVEL Machines 








Domestic machine. For in- 
stallation in any good household 
refrigerator. Twin-cylinder com- 
pressor. Air-cooled. Cooling 
tanks in nine sizes, to fit all re- 
frigerators. 


Semi-commercial machine. 
Similar in design, but larger foruse 
in large homes, for the farm, ice 
cream dealers,sodafountains, drug 
stores, delicatessens, yachts, etc. 








Commercial machine. Ca- 
pacity equalling one-third to one- 
half ton of ice for butchers, gro- 
cers, large cafes,small hotels, large 
yachts, country clubs and country 
homes, etc. Water-cooled. Motor 
is 3; hp., running at 1725 r.p.m., 
with a gear drive operating the 
compressor at 250 r.p.m. 


COUPON (CE) 


THE SERVEL CORPORATION 
17 East 42nd Street New York 


We are interested in SERVEL 
dealership. Please send particulars. 


Name 





Nickel Plated Percolators 

















Several new metal percolators with 
nickel plating, complete with trays, 
creamers and sugars, have just been 
introduced by the Robeson Rochester 
Corporation, Rochester, N. Y. The 
percolators are equipped with a gravity 
reset safety switch, which automatical- 
ly turns off the current when the perco- 
lator becomes too hot. To turn it on 
again, it is only necessary to invert 
the percolator, and right it again. 


Triplex Grill 














A lamp socket appliance which per- 
forms three cooking operations at once 
has just been put on the market by the 
Edison Electric Appliance Company, 
Inc., 5600 W. Taylor St., Chicago, IIl. 
Its special design permits toasting in 
the center of the unit and at the same 
time cooking above and broiling below. 
It is furnished complete with deep and 
shallow pans, egg poacher, toasting 
rack and baffle. A die-cast aluminum 
waffle iron is also available as an ac- 
cessory. 


Radio Transformer 





all 


transformers for 
standard tubes are being manufactured 
by the Anylite Electric Company, 


Radio use on 


Fort 





. Chromel 


New Goods to Sell 


Wayne, Ind. The cases are finished in 
black enamel and serve as a shield for 


the coil. They are made in two types, 
differing only in the coil. 


New Waffle Iron 





A new electric waffle iron which 
makes four waffles, each 3% in. sq. at 
once, has just been placed on the 
market by A. J. Lindemann & Hover- 
son Company, Cleveland Avenue, Mil- 
waukee, Wis. The iron is colonial in 
design, with polished nickel finish. It 
is provided with aluminum cooking 
surfaces heated by nickel chromium 
wire elements. The tray-base is larger 
than the cooking surface to catch any 
possible run-over batter. 


Hair Dryer and Heater 





kind 
has just been added to the “Ev’ryday’ 
line of electrical appliances manufac- 
tured by the Marion Electric Corpo- 


of electrical appliance 
’ 


A new 


It is a hair dryer 
built on the prin- 
heater, with 
coil that 


ration, Marion, Ind. 
and handy heater, 
ciple of the electric 
heating element 
throws heat 12 to 15 in. It has a 
nickeled 5% in. diameter’ reflector 
bowl, and has three legs, ebony handle 
with cord guard at end, and a ring 
to hang by. 
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Dish Washer 




















Two new models of electric dish 
washers with capacities of 7000 and 
8000 dishes per hour, respectively, 
have been introduced by the Crescent 
Washing Machine Company, New 
Rochelle, N. Y. Other models have 
capacities as low as 1200 dishes per hr. 
The dish washer illustrated above is 
intended for commercial use. 


New Mazda Lamp 





The first number of the new line of 


Mazda lamps manufactured by the 
Edison Lamp Works and the National 
Lamp Works of the General Electric 
Company and by the Westinghouse 
Lamp Company, announced in the 
news columns of ELECTRICAL GoopDs 
last month for the first time in any 
trade publication, is illustrated above. 
The principal feature of this new line 
of lamps is the inside frosting of the 
bulb which leaves the exterior surface 
smooth, so that it will not collect dust 
or dirt. As the new line of lamps will 
replace both round and straight side 
bulbs, a composite bulb, pear shaped, 
has been adopted. The new line also 
bodies a program of standardization 
whereby the new lamps in possibly five 
sizes may eventually replace more than 
forty various types and sizes of present 
lamps. The first lamp is 25-watt. 











This 1s the new 





25-watt Edison MAZDA Lamp 


on which production has been started and which will shortly be available 
for distribution in limited quantities. 

The new lamp will combine all the outstanding advantages of the other 
types now in use and will incorporate recent developments not to be found 
in any other type. 

It is not, therefore, an extra type to be added to the list of 25-watt lamps 
now on Agents’ shelves. It is designed to replace the other 25-watt lamps 
—the straight side, the mill type and the two round lamps. 


So this new lamp is of double importance to the Edison Mazpa Lamp 
Agent since it will mean a great simplification of his lamp stock and a cor- 
responding simplification of records. 


The lamp is of graceful design and is frosted on the inside. The outside 
is perfectly smooth and as easily cleaned as a clear lamp. Yet the diffusion 
of light from this new lamp is greatly superior to that of the clear lamp, 
and the loss of light due to the frosting is negligible. 


This is only the beginning. It is expected that soon only five lamps will 
be needed to fill the majority of residence lighting requirements. 
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Lighting Fixtures 


; 

















A new line of lighting fixtures known 
as the “Princess Line,” made in both 
candle and drop types, in three and five 
lights, with bracket to match, has just 
been introduced by the Dallas Brass & 
Conver Company, 820 Orleans Street, 
Chicago, Ill. Although the fixtures are 
of wrought iron type design, they are 
made entirely of brass, permitting of 
finishes in gold and silver effects. 


Two-Way Plug 




















A two-way plug which provides two 
outlets to take any standard form 
parallel blade attachment caps is being 
manufactured by the Benjamin Electric 
Manufacturing Company, 120 8S. San- 
gamon Street, Chicago, Ill. It has a de- 
pressed surface around the slots to 
make an easy entrance for blades. 


Boudoir or Traveling Iron 

















Two new traveling or boudoir irons 
of 1%-lb. and 2-lb. sizes have just been 


introduced by The Frank E. Wolcott 
Manufacturing Company, Hartford, 
Conn. The irons are equipped with 
cement-imbedded elements, and have a 
heavily nickeled finish with a hand- 
buffed base. Each iron is individually 
packed in a green-draw-string bag and 
sturdy box, and is equipped with an 
“all- appliance” connector plug and 6-ft. 
asbestos covered cord. 


Electric Washers 
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Two new models of electric washers, 
cone of the round type and the other of 
the cabinet type, illustrated above, have 
been introduced by the Hirschy Com- 
pany, 259 S. First Ave. East, Duluth, 
Minn. Both are of the agitator type, 
and have a capacity of four sheets. 
A single lever locks the wringer in 
any one of its five positions, as well as 
starts, stops and reverses the rolls. 
The tub of the washer is bright copper, 
and the rest of the machine enameled 
gray. 


a Grid Leak 

















An adjustable graphite disc grid 
leak with a stepless range from % to 
10 meg-ohms is being manufactured 
by the Allen-Bradley Company, Mil- 
waukee, Wis., under the name of 
“Bradleyleak.” A one-hole mounting 
is provided, as well as holes for base- 
board mounting. 


Heating Pads 


A three-heat pad, 12 x 15 in., and 
a single heat pad, 9 x 12 in., has been 
introduced by the Watlow Electric 
Manufacturing Company, 1320 North 
Twenty-third Street. St. Louis, Mo. 
The heating element is asbestos in- 
sulated Nichrome wire woven into a 
mat with asbestos yarn. Two thermo- 
stats insuring uniform temperature 
are used in both the three-heat and 
single heat pads. 
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Electric Washer 








A new model of an electric washer 
with a copper tub has just been intro- 
duced by The Coffield Washer Company, 
Dayton, Ohio. It is equipped with self- 
lubricating bearings which do not need 
oiling. The motor requires oiling twice 
a year. The frame is welded into one 
complete, solid unit, with the working 
parts enclosed. 


Outlet Box Receptacle 

















A porcelain receptacle for 3% in. 
outlet boxes has been introduced by 
the C. D. Wood Electric Company, Inc., 
565 Broadway, New York City. These 
receptacles are finished in japanned 
iron cover, having holes for supporting 
screws spaced 2% in. on centers, and 
having an outside diameter of 31% in. 





Fireplace Heaters 

















A fireplace electric heater made in 
three or four sections, with a three- 
heat control switch, is being manufac- 
tured by the Magnavox Company, 2725 
East Fourteenth Street, Oakland, Cal. 
The patented pair of reflectors give 
room-wide radiant heat, at the same 
time combining with the inside heating 
elements to give off warm air. 














Crosley PUP! 


“It’s a Sky Terrier” 


THE CROSLEY RADIO CORPORATION 
CINCINNATI, OHIO 


POWEL CROSLEY, Jr., President 
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Safety Fixtures 

















A new line of safety holders for 
commercial units has just been de- 
veloped and is now being marketed by 
the Ivanhoe Division of The Miller Com- 
pany, Meriden, Conn. The new line 
includes ceiling and suspension fixtures 
in the plain and ornamental designs. 


These safety fixtures eliminate the 
necessity for lugs, set screws and wing 
nuts. There is no danger of glass 


falling, or, on the contrary, of breaking 
from being held too tight. The suspen- 
sion type operates on the principle of 
gravitation and the ceiling type is the 
plunger type. In both cases the glass 
is supported from inside the globe and 
not from the lip. 


Electric Iron Element 

















An electric iron element known as 
the “Fixall” which is made to fit prac- 
tically all flatirons, according to the 
manufacturer, has been introduced by 
the Watlow Electric Manufacturing 
Company, 1320 North Twenty-third 
St., St. Louis, Mo. The resistance wire 
is a Nichrome ribbon, wound to give 
uniform distribution of heat. The 
leads are brass strips. 


Battery Charger 
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A new battery charger which will 
charge both “A” and “B” batteries and 
known as the A-B Gold Seal Hom- 
charger has just been introduced by the 
Kodel Radio Corporation, 111 West 
Third Street, Cincinnati, Ohio. The 
new model is finished in maroon and 
gold and is equipped with a hinged lid 
which provides easy access to inside. 


Radio Loudspeakers 


Two new types of loudspeakers are 
announced by the Utah Radio Products 
Corporation, 1427 S. Michigan Avenue, 
Chicago, Ill., in addition to the com- 
pany’s standard type of loudspeaker. 
The Utah Super-Flex stands 8% in. 
high and is 6 in. in diameter. The Utah 
Supreme model is finished in brown 
mahogany and employs no metal in its 
construction. 


Portable Electric Heater 


























A portable electric heater of decora- 
tive design, finished in antique bronze, 
has been introduced by the Automatic 
Transportation Company, Ince., 2933 
Main Street, Buffalo, N. Y. It is fur- 
nished with heating elements using 6 
or 10 amp. on 110, 120 or 220-volt a. c. 
or d. c. currents. 


Fixture Swivel Hanger 





Radio “B” Battery 

















A radio “B” battery built up of 30 
large cells, recommended for use with 
multi-tube sets, is being manufactured 
by Diamond Electric Specialties Corpo- 
ration, 101 S. Orange Ave., Newark, 
N. J. It has five positive taps ranging 
from 16% to 22% volts for detector 
tubes and a 45-volt tap for amplifier 
tubes. 


Fixed Resistor 








| Bradleyunit 


























A swivel hanger for suspending light- 
ing fixtures from sloping ceilings is 
being manufactured by the Quadrangle 
Manufacturing Company, 553 W. Mon- 
roe St., Chicago, Ill. This hanger may 
be used on sloping ceilings up to an 
angle of 45 degrees and will auto- 
matically adjust itself to any angle less 


than that. 


Portable Receiver 


A portable radio receiver with bat- 
teries and loop housed in a medium- 
sized leather-covered traveling case 
has been introduced by the Jos. W. 
Jones Radio Manufacturing Company, 
Inc., 40 W. Twenty-fifth Street, New 
York City. The set is so designed that 
it may be removed from the case and 
be used with storage battery tubes dur- 
ing the winter. The receiver proper con- 
sists of three transformer coupled radio 
frequency, one detector and two audio 
frequency tubes, six tubes in all. The 
tuning system consists of only one dial. 


48 


— Ee ee a 


A fixed resistor for resistance coup- 
led amplifier hook-ups, known as the 
“Bradleyunit,” is being manufactured 
by the Allen-Bradley Company, Mil- 
waukee, Wis. The unit is approxi- 
mately 2 in. long, and the termina} 
clips are each 1% in. long. It also 
can be mounted in standard 30-amp. 
fuse clips. The metal parts are silver 
plated. 


Radiant Heater 

















A portable radiant heater with an 
improved type of Nichrome heating ele- 
ment, with porcelain core, has been an- 
nounced by The Frank E. Wolcott 
Manufacturing Company, Hartford, 
Conn. It has a 12-in. copper adjustable 
bowl, with wire guards bolted to the 
bowl. The base and back of the bowl 
are finished in russet bronze. 














A New Feature That Sells Voss Washers 


When the house of VOSS, the pioneer manu- 
facturers of Washing Machines, with a reputa- 
tion of 50 years standing, comes out with a feature 
which no other washing machine has—an im- 
provement which washing machine manufacturers 
have striven for years to accomplish, every dealer 
is interested. 


And when this company, with their ample 
facilities and resources, visualize the future de- 
mand, increase their production and bring the 
price of their machines down to the present low 
level, what dealers couldn’t double and triple 
their profits? 


This new and exclusive feature on these latest 


Standard Copper Tub Washers combined with the 


The Voss Floto-Plane Agitator 





A NON-RUSTING, wT FLOATING 
TrATO 


AGITAT 


Low Prices That Clinch Many Sales 








enables dealers to meet all competi- 
tion. What the device is: 


This Voss Floto-Plane Agitator is 
a simple device which replaces the 
usual wood dasher. It is made of 
non-rusting all-metal material and 
will last the life of the washer itself. 


The float gives great buovancy to the agi- 
tator which pérmits the wings to rest very 
lightly on the clothes. The wings are so 
shaped that they fluff and spread the clothes 
out while washing and the hot, soapy water 
reaches and penetrates every fibre of the 
cloth. A demonstration closes a sale. 


Write for the greatest money-making 
washer proposition of the year. 


We'll be pleased to send full particulars 
to any dealer. 


Voss Bros. Mfg.Co. 


Davenport, Iowa 
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China Percolators 

















Several new china _ percolators, 
creamers and sugars, made of heat re- 
sisting porcelain, decorated in various 
colors, have been introduced by the 
tobeson Rochester Corporation, Roch- 
ester, N. Y. The percolator illustrated 
above is decorated in fawn and rose. 
These percolators are equipped with a 
new gravity reset safety switch, which 
automatically turns off the current to 
prevent “burn outs” when the perco- 
lator accidently runs dry. To turn 
the current on again, it is necessary 
only to invert the percolator and right 
it again. 


Coffee Filter 

















A coffee filter with an electric stove 
at the base has been introduced by The 
Frank E. Wolcott Manufacturing Com- 
pany, Hartford, Conn. The stove has a 
removable rim and serves other pur- 
poses as well. 


Automatic lroner 





4 














An automatic electric ironer which 
is operated by a light touch anywhere 
on a finger-tip control bar has been 


introduced by the Rainbow Appliance 
Corporation 11 Hand St., Rochester, 
N. Y. An emergency lever at the 
right holds the ironing shoe wide open. 
By lifting another lever at the right, 
the roll is held stationary for pressing 
men’s trousers, pleats, etc. Nearby is 
the motor switch. The ironer may be 
had in 30-in. or 46-in. rolls, gas or 
electrically heated. 


Electric Skillet 





nickel 


A steel electric skillet with a 
plated casing has been placed on the 
market by the Excel Electric Company, 


Muncie, Ind. The cover is aluminum, 
and a rock wool heat insulation is 
packed about the heating element to 
direct all the heat to the bottom of the 
frying pan. 


Radio Amplifiers 





Radio reactance amplifiers for use 
where more than two phases of audio 
frequency amplification is desired, are 
being manufactured by the Anylite 
Electric Company, Fort Wayne, Ind. 
The amplifier consists of a reactance 
coil, high resistance leak and fixed 
condenser, all contained in a case. 


Poreelain Fixtures 











of both 
bracket and ceiling types have been 
introduced by the Edwin F. Guth Com- 
pany. Jefferson and Washington Aves., 


Porcelain enamel fixtures 


St. Louis, Mo. The shade of the 
b-acket type is of white glass held in 
place by a concealed metal screw collar 
which permits instant adjustment of 
wall bracket shade so that light may 
be directed at any angle desired. 
Standard colors are white, old ivory 
and gray. The bracket type illustrated 
above is equipped with a plug recep- 
tacle for attachment of electrical ap- 
pliances. It is suitable for use in 
bath rooms, laundries, kitchens, nur- 


series, ete. 


=O 


Lighting Brackets 





J 
lighting 


line of decorative 
brackets finished in old ivory or white 
cnamel for bed chambers, bathrooms 
:nd kitchens, or in Delpardo finish for 
dining rooms, libraries or living rooms, 


A new 


has just been introduced by Markel 
Lighting Fitments, Inc., 41 E. Eagle 
St.. Buffalo, N. Y. One style, that illus- 
trated above, is made with an electric 
outlet beneath the candle light to pro- 
vide attachment of appliances. 





Traveling Iron 

















A three-pound iron, packed in an at- 
tractive case for convenience of the 
traveler, has just been introduced by 
the Edison Electric Appliance Com- 
pany, Inc., 5600 W. Taylor St., Chicago, 
Ill. The iron is finished in polished 
nickel and fitted with a white enameled 
wood handle and a Hotpoint attached 
stand. The case has a gray pebbled 
erain leatherette finish and measures 
4% x 3% x 7% in. The net weight is 


3% Ib. 


Electric Cigar Lighter 


An electric cigar lighter known as 
the “Keystone” for attachment to an 
automobile dashboard is being manu- 
factured by the Norlipp Company, 568 
W. Congress St., Chicago, Ill. It has 
an automatic contact, which turns the 
current on and off at ten inches from 
the dash. A 4-ft. cord reaches the rear 
occupants of a car. The heating unit 
is ‘acess with a lamp for a trouble 
light. 
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Eureka sales are equal to one-third of the come- 
bined sales volume of the entire electric vacuum 
cleaner industry. 

During the last 9 months, one of every three elec- 
tric cleaners of all makes sold was a Eureka—and 
today Eureka is unquestionably the largest producer 
of electric vacuum cleaner units in the world. 


The overwhelming popularity of the Eureka shown 
by these figures continues to increase month after 
month. During the last quarter of 1924, Eureka’s share 
of the industry’s total was over 33%; for the first 
quarter of 1925 it amounted to nearly 35%. 


To secure the greatest possible volume of vacuum 
cleaner sales at the greatest profit, it is obviously 
necessary that a dealer handle the cleaner for which 
the greatest demand exists. Beyond doubt, the Grand 
Prize Eureka holds this position. 


We recommend to any dealer in any of the major 
home appliances who is interested in securing a rapid 
and continuous increase in his vacuum cleaner busi- 
ness that he write or wire the factory at once for an 
interview with our Sales Manager for his territory. 


EureEKAVacuuM CLEANERCOMPANY,Detroit,U.S.A. 
Makers of Electric Vacuum Cleaners Since 1909 
Canadian Factory, Kitchener, Ont. 
Foreign Branches: 8 Fisher St., Holborn, London, W.C.1, Eng.; 58-60 Margaret St. 
Sydney, Australia 


7 with the dust removed) 
Th ts Test : being used a tremend- 
ous effectiveness to prove and clearly demon- 
strate the remarkable efficiency of the Eureka (221) 
**high-vacuum”’ principle of cleaning. 
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of famous ‘‘High-Vacuum” 


ATTACHMENTS 


with every Grand Prize Eureka 
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Vacuum Cleaner Purchased! 


We give ’em FREE to you— 
you give ’em FREE to your 
customers! 


This sensational offer may 
be withdrawn at any time. 


























Hot Plate and Toaster 


Among the new items in the “Ev’ry- 
day” line of electrical appliances 
brought out by the Marion Electric 
Corporation, Marion, Ind., is a combi- 
nation hot plate ard toaster. It is 3% 
in. high, with a grid 7% in. wide. The 
black baked-enameled handle is_in- 
stantly attached or removed. The 
heating element is No. 21 gage 
Chromel, operating on 110 volts, 550 
watts. 


has been developed by the Air-Way 
Electric Appliance Corporation, To- 
ledo, Ohio. The receiver circuit con- 
sists of one stage of tuned radio 
frequency amplification ahead of the 
detector, with four stages of resistance- 
coupled amplification on the audio end. 
In addition to this model, the same re- 
ceiver is supplied in a “consolette” 
type, with self-contained loudspeaker, 
as well as in the full console type. 


Two-Way Plugs 


























Radio Receiver 
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With an American walnut cabinet 
and sheet aluminum panel finished in 
walnut, a new Air-Way radio receiver 


A compact two-way plug, known as 
the “Plus Plug” which fits all standard 
receptacles and takes all standard caps 
is being manufactured by Wentz Elec- 
tric Products Company, Newark, N. J. 
The plug is light in weight and is 
approved by the National Board of 
Underwriters. 





Mixer and Beater 















For mixing drinks, whipping cream, 
beating eggs, etc., a household mixer 
has just been introduced by the A. C. 
Gilbert Company, New Haven, Conn. 
It is equipped with a standard Polar 
Cub universal motor and a two-piece 
separable plug. It has a _ two-piece 
drawn steel shell, with handle, and 
cast iron base, finished in rubber 
enamel black. Height over all 9% in. 


Potentiometer 


_A potentiometer using a graphite 
dise principle is being manufactured by 
the Allen-Bradley Company, Mil- 
waukee, Wis., under the name of 
“Bradley o meter.” It is made in two 
sizes, 200-ohm and 400-ohm. The metal 
parts are nickeled, and one-hole panel 
mounting is provided, as well as holes 
for baseboard mounting. It extends 
% in. behind panel and is 2 in. long. 





Sales Helps for Retailers 


Plug Display Card 
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Mounted on a counter display card, 
ten to a card, a two-way plug, known 
as an “Xtra-Tap,” is being marketed 
by the Beaver Machine & Tool Com- 
pany, Newark, N. J. The two outlets 
are at an angle to the wall which is 
claimed to facilitate pushing and pull- 
ing attachment plug caps in and out 
without “barking” one’s knuckles. 





Booklet on School Lighting 


A booklet of constructive suggestions 
for the improvement of lighting condi- 
tions in schools has been issued by the 
engineering department, National Lamp 
Works, Nela Park, Cleveland, Ohio. 
Copies may be secured on request. 








Accessory Display Case 





A case especially adapted to the dis- 
play of electrical and radio accessories 
and table appliances, providing displays 
at the top and front and storage space 
in the rear, is being manufactured by 
the Sherer-Gillett Company, Seven- 
teenth and Clark Streets, Chicago, IIl. 
The drawers in the rear afford 3 cu. ft. 
of storage to each foot of length. Space 
is left at the top of the drawers to 
serve as a shelf for additional display. 
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Electric Sign 


















PLURAL 
SOCKER PLUGS 75C EA. 


Leaves Lamp in F 
Ordinary Shade Holder; Screws into Flush Receptacies 
aéring With Door—INSIST ON AJAX 











_ An electric window sign, with word- 
ing practically the same as that illus- 
trated above, calling attention to Ajax 
plural socket plugs, is furnished by 
the Ajax Electric Specialty Company, 
1926 Chestnut St., St. Louis, Mo. In 
addition, the company furnishes a 
three-piece set of banners with stickers, 
10 x 16 in. two-color cards, Briggs’ 
cartoon, display cartons and _ three- 


color easels. 


Leaflets on Heaters 


Four descriptive leaflets devoted to 
Magnaray electric heaters have just 
been published by the Magnavox Com- 
pany, 2725 East Fourteenth Street, 
Oakland, Cal. The leaflets are devoted 
to the portable electric heaters, fireplace 
heaters, wall insert type, and air cir- 
culation type. 















The Outstanding 
Washer Development 


8 enn Dunham Whirldry Washer has changed 
the whole washer situation. It gives those who 
have been working against nip-and-tuck competi- 
tion a distinct and outstanding advantage in demon- 
. strating and selling. Study the Whirldry features. 
eg eee Write for detailed specifications. 


agitator simply lift out. No 
mechanism inside of tub. 











Above all, investigate the Dunham proposition now 
—the broad, reliable Dunham policy, advertising 
helps, sales promotion plans, the strong Dunham 
organization—the most advantageous line-up ever 
presented to the electric washer field. Phone, write 
i acinmtniicins. cits i. Sih or wire today. 


GEORGE W. DUNHAM CORP. 


clothes. Absolutely smooth 
Whitesboro Road, UTICA, N. Y. 





surface inside and out. 























Cleaner washing. 
Dirt and scum are 
flushed out of 
basket during 
washing. Water 
always clean. 




















No splashing 
even with cover 
off. Double wash- 
ing action — agi- 
tation plus flow- 
ing water. 


Ta | 


Self emptying 
at tub or sink 
height in about 
one minute 
Can be refilled 
while being 


emptied, 
Fy | 4 | 
* 


















Clothes whirled dry 
in one minute. Im- 
proved balance and 
straight vertical drive 
prevent excessive 
vibration. 
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Electrical Business Briefs 


“Weeding Out” Days 
in Radio Trade 


Like all new industries, the radio 
business is passing through the first 
stages of the “weeding out,” the usual 
happening with an industry whose 
growth is for the time being abnormal! 
owing to the enthusiastic public recep- 
tion of its products, The New York 
Times states in a review of the present 
condition of the radio industry. 

“About twenty-five companies were 
born in New York in the last twelve 
months while the ‘radio fever’ was at 
its height, but whether they and others 
formed previously will all survive a year 
hence is said to appear from recent in- 
dications as improbable. 

“What has been true of the Eastern 
companies has also been true of the 
companies established in Western ter- 
ritory. In New York the public is re- 
ported to have absorbed approximately 
five million new shares of radio stock 
offered in the last year, and the present 
quotations show a loss from the original 
prices of close to $100,000,000. 

“Some promoters are being eliminated 
altogether, with the ‘mushroom’ com- 
panies they have been’ sponsoring. 
Other companies are undergoing reor- 
ganization with a view to stabilizing 
their sales and business and retaining 
their places in the industry. 

“Despite its troubles, common to a 
new and lusty industry with an unques- 
tionably interesting future ahead, there 
is declared to be abundant room for ex- 
pansion in manufacturing and sales ac- 
tivities.” 

Award 


Consumers Power Wins 


By making satisfaction and service 
to its patrons its chief aim, the Con- 


sumers Power Company, Jackson, 
Mich., was awarded the Charles A. 
Coffin Medal at the annual convention 
of the National Electric Light Associa- 
tion at San Francisco on June 17. The 
award was made by Franklin T. Grif- 
fith, as chairman of the association’s 
Charles A. Coffin prize committee. 


‘“Neutrowound” License Granted 


The Advance Automobile Accessories 
Corporation, manufacturers of the Neu- 
trowound receiver, has just’ been 
granted a _ reciprocal license by the 
United States Navy Department, au- 
thorizing the company to manufacture 
radio sets under the so-called “German” 
patents owned by the United States 
Government. 


Electric Essays in Booklet 
With the completion of distribution 
of $10,000 in cash prizes to 23 prize 
winners in the recent essay contest on 
the light and power industry, Bon- 
bright & Company, New York City, 
announces that it has compiled the 

winning papers in booklet form. 


Kodel’s New Plant 
The Kodel Radio Corporation, Cin- 
cinnati, Ohio, has moved from 120 W. 
Third St., to its new factory located at 
507 E. Pear! St. 


Red Seal Plan 


Six electrical leagues have been 
licensed by The Society for Elec- 
trical Development to launch a 
campaign under the Red Seal 
Plan, which is intended “to assure 
adequate wiring for the conve- 
nient use of electric service in 
the home,” the society has an- 
nounced. The cities in which 
these leagues operate are: Syra- 
cuse, N. Y.; Rochester, N. Y.; 
Buffalo, N. Y.; Pittsburgh, Pa.; 
Louisville, Ky., and Detroit, Mich. 

Eugene L. Muffat has been ap- 
pointed special field representa- 
tive to promote the Red Seal 














Census of Lighting 
Equipment, 1924. 


The Department of Commerce an- 
nounces that, according to returns re- 
ceived at the annual census of manu- 
facturers of lighting equipment, the 
total value of such equipment made 
during 1924 was $205,866,358, an in- 
crease of 13.8 per cent as compared 
with $180,926,000 in 1923. Reports 
were received from 720 establishments 
for 1924, as compared with 732 for the 
preceding year. 

For residence lighting and industrial 
lighting, increases of 29.3 per cent and 
4.2 per cent, respectively, are shown, 
but for marine-lighting fixtures and 
commercial-lighting fixtures decreases 
of 61.3 per cent and 10.7 per cent, re- 
spectively, are recorded. An increase 
of 13.1 per cent appears for miscella- 
neous lighting equipment. 


New York Distributor 


The Jewett Radio & Phonograph Co., 
Pontiac, Mich., announces the appoint- 
ment of the Jewett Distributing Com- 
pany of New York, Inc., 16 Hudson St., 
New York City, to be the exclusive 
metropolitan district distributor for all 
Jewett products. This is in accordance 
with the new Jewett sales policy, pro- 
viding exclusive territorial protection 
for distributors and dealers. 


Canadian Radio Company 


A Canadian company has_ been 
formed under the name of Fada Radio, 
Ltd., at 821 Queen St., E. Toronto, Can- 
ada. The company is licensed under the 
Canadian Hazeltine patents in conjunc- 
tion with F. A. D. Andrea, Inc., New 
York City. 


New Radio Plant 


The All-American Radio Corpora- 
tion, Chicago, has moved into its new 
factory at Belmont, Tripp and Kenosha 
Avenues, Chicago. E. N. Rauland, 
founder of the Rauland Manufacturing 
Company, predecessors of the All- 
American Radio Corporation, has an- 
nounced that the company will place on 
the market within a few months a com- 
plete line of radio sets. 


a4 


World Uses Billion 


Lamps 


The annual electric lamp bulb con- 
sumption of the world is, according to 
the most recent statistics, upwards of 
a_ billion—704,692,099 to be as near 
exact as possible. Of this total, 355,- 
250,248, or 50.3 per cent of the total, 
are consumed on the North American 
continent, while Europe, with a year’s 
consumption of 265,677,300, or 37.63 per 
cent, comes next. 

Considering these statistics as to an- 
nual consumption of lamps by coun- 
tries, it is interesting to note that the 
United States, the birthplace of the 
electric lamp bulb, uses in the course 
of a year 336,593,217 of the lamps, 
which is 47.65 per cent of the world con- 
sumption, while Germany, the next 
largest consumer of these lamps, has an 
annual consumption of 94,975,157 elec- 
tric lamp bulbs. 


Electric Toy Buying Is Active 


Because of the heavy buying of toys 
this month and a heavier volume ex- 
pected in August, it is said that diffi- 
culties in securing deliveries may arise 
when orders are placed in September 
and later. 

This situation exists in the trade in 
mechanical toys, in which electrical 
toys are coming to the fore. In elec- 
trical trains, one manufacturer has in- 
troduced a device which controls a spe- 
cial reversing unit built into the loco- 
motive. This has a small button, which, 
when pushed twice, reverses the train 
or sends it forward again, and also au- 
tomatically couples it to the cars. 


N. E. L. A. President 


James E. Davidson, vice-president 
and general manager, Nebraska Power 
Company, Omaha, was elected presi- 
dent of the National Electric Light 
Association for the ensuing year, at 
the recent convention in San Francisco. 


C. Brandes, Inc., Moves 


C. Brandes, Inc., manufacturer of 
radio headphones and_ loudspeakers, 
announces the removal of its New York 
factory to 200 Mt. Pleasant Ave., 
Newark, N. J. For the present the office 
of Vice-President M. C. Lypinski and 
the sales and advertising departments 
will be located at 233 Broadway, New 
York City. 


New Distributing House 


A new Western Electric Supply Dis- 
tributing House was opened June 1 at 
Hackberry and Duval Sts., San Antonio, 
Tex. J. E. Lowrey is in charge with 
the title of sales manager. 


Eden Washer Moves 


The Eden Washer Corporation has 
removed its executive offices to 225 W. 
Thirty-fourth St., New York City. 
The new officers are: Edgar Palmer, 
president; Walter I. Hess, vice-presi- 
dent and general manager, and Wil- 
fred F. Pritchett, sales manager. 














This *5522 Cleaner « Retails Now for $392 


JEWEL, 


ELECTRIC VACUUM CLEANER 






















FEATURES 


of this 


Bigger, Better Cleaner 


Oversize 1/5 H.P. motor— 
AIR COOLED. 
Non-cramping Pistol Grip 
handle with convenient push 
button switch. 

Full 14-inch Streamlined alu- 
minum nozzle. 

Long nozzle points to get 
into corners and out-of-the- 
way places. 

Special adjustment on rear 
roller to raise or lower nozzle 
for different rug nap thick- 
nesses. 

Finest aluminum castings. 
Double, detachable, self-clean- 
ing brush. 

All plugs and fittings are 
standard and are approved by 
the Underwriters’ Labora- 
tories. 


Guaranteed for 
Two Years 





















THE NEW REDUCED PRICE of the JEWEL offers you an 
opportunity to build a quick-turning, large volume clean- 
er business right from your store, without home dem- 


onstration. 


Every customer will recognize in the JEWEL 
the extra cleaning power, the handsome fin- 
ish and durability that would cost at least 
$55.00 in any other cleaner. Hundreds 
will surely’ take advantage of this 
opportunity to purchase a $55.00 
cleaner at such a saving. 


Iron-clad 2-Year GUAR- 
ANTEE with each 
JEWEL Electric 


Vacuum Cleaner. 





ORDER FROM YOUR JOBBER OR WRITE US 


CLEMENTS MFG. CO. 


608 Fulton Street, Chicago, III. 


Long Distance 
Telephone 
Monroe 6606 
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3000 Used by New York 


Clothing Manufacturers 


A perfected 12 inch electric Vacuum Cleaner 
replacing ordinary brush or whisk broom. Fits 
your hand like a brush—salable at retail to 
car owners (finest car-cleaner made) billiard 
parlors, alteration departments and for all- 
around home use. Brush clothes, clean shelves, 
carpets, upholstery, beds, etc. 
“Fits one hand like a _ brush.” 
Try one on your automobile. 
Have a clean interior once. Re- 
tail selling price affords $6.17 
profit. Mechanically perfect. 
Write today. 



















Retails at a 
price attractive 

to all your 
customers. 


Vacuum Brush Complete 


The O. K. Machine Co., Inc. 
Fort Wayne Indiana 














WE WANT 


One Live-Wire Dealer 
in Each City in the 
U. S. 


ESLER SPECIALTIES 


Appeal to the trade because 

of both service and econ- 
omy. ri oday 

Can Retail at 25c and “ial Write t lay for 

Show a Good Profit. literature and discounts. 


ESLER ELECTRIC MFG. CO. 


MARION, IND. 





Just One— 
But a Winner. 


ESLER PLUG. 
Metal Covered 

















Dead! 


The store window which is dark after dusk is dead. 


Dead to the many window shoppers who pass it by. 
Dead to its own “circulation” of ready buyers who have 


already beaten a path to its door. 
If yours are dead, light them up and— 


Sell after dark 


Modern lighting makes windows sell. No attendance necessary. No 
waste. I am a Tork Clock. | turn electric lights on and off regularly. 
Set me once, wind me every week, and I do it every day at the times 
you set. The Tork Manual tells you all about me. Send for it. 


TORK COMPANY : 8 West 40th Street - New York City 
TORK CLOCKS -TORK TIMERS:-TORK LIGHTS -WIRE-NUTS 
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Meets Most Service Problems 
(Continued from page 14) 


A charge equal to the cost of material and labor is 
charged, while the messenger service is contributed by 
the company. 

C. N. Lewis, manager of the heating bureau, New 
York Edison Company, under whose supervision comes 
the appliance service department, says that about 70 
per cent of the calls are for repairs on cords and plugs. 
The majority of the other 30 per cent are for minor 
repairs, such as replacing percolator fuses and install- 
ing new heating elements in irons and table appliances. 

Washers and other large appliances give little trouble. 
In the motor-driven group, vacuum cleaners cause most 
of the calls. But even then, it usually is a minor matter 
of repairing a switch or of servicing some mechanical 
matter—not electrical. 

The New York Edison Company does not itself mer- 
chandise electrical goods, but advertises the advantages 
of “electrical servants” to put the public in the buying 
frame of mind. This advertising proves beneficial to 
dealers. 

Likewise, has the advertising of the company’s repair 
service increased the repair business of stores doing 
this work for a profit. The company’s service advertis- 
ing has not taken away the repair business of legitimate 
repair men, but rather has brought many appliances off 
cf shelves where they otherwise would remain unused. 
At a recent meeting repair men said their business had 
increased when the Edison repair advertising had been 
distributed to current users. 

If this plan becomes general throughout the country, 
the problem of repairs with the average merchant will 
be practically eliminated. 

But after all, the repair problem is a small one for 
a non-electrical merchant whose salespeople properly 
explain the uses and care of quality electrical goods. 





Harry Brought Ease to Women 
(Continued from page 17) 


with them, so I had to carry them to the city with me 
on my next trip. 

“At the jobber’s they showed me not only what was 
the matter but what had caused the trouble. 

“The whole trouble was that I had not explained 
to the people just how to use them and so I got busy. 
I did not want to carry these things to the city and 


i back, so I sold them right and the trouble ended.” 





I stuck around the town for a week and during that 
time had many talks with Harry. He showed to me 
the list of people in his trading district who had wired 
homes, including those with individual generating 
plants. Included in this list was the auto repair shop 
and cornmeal mills that used electric motors. 

This list was on large cards, with plenty of space 
for checking squares. Every new item that was 
stocked at the store was put at the head of a column 
and each sale was checked. Having plenty of time, I 
compiled totals and then totaled the bills. Every 
item was accounted for. 

I wondered how Harry, in that small town, became 
so good a merchant. As I loitered about the store I 











heard him selling, selling all of the time. A sugges- 
tion to this woman and a different suggestion to that 
one. -A word to the men about their wives, wishes, 
and so it went all day. 

Finally, it seemed, that the reason dawned on me. 
It was like this: 

Harry believed in himself as a leader of that com- 
munity. He believed that he had superior advantages 
for learning certain things and when he learned these 
things, he should use this knowledge for the benefit 
of his friends. 

He honestly believed that the sale of electric appli- 
ances—for instance—meant less to him than to the 
customer. He believed that the women had earned 
the luxury and rest that came with these things. He 
was anxious to see them get it as fast as they could 
afford it. 

And so he went on from day to day, doing all of the 
good that he could in his own way and making a fair 
profit, but only a fair profit. 

He was the kind of a man who would have suc- 
ceeded as a salesman any place and under any con- 
ditions. 





Turns Electrical Stock Five Times 
(Continued from page 35) 


is more they are used to it. The modern department 
stores have realized this and taken advantage of it to 
sell electrical appliances for the home. 

“One of the first essentials for the hardware man to 
build a successful business in electrical goods is to 
departmentalize his store and his stock so that he can 
give efficient and prompt service. The departmentalized 
store is the only store today that can handle a large 
volume of business profitably. 

“There is so much in the modern electrical line for 
the hardware dealer. It’s a profitable line, a clean line 
and a growing line. It is very lucrative when properly 
handled.” 

“What do you think about the hardware merchant 
and radio?” we asked with no little curiosity. 

“Why this is the day of the radio. The merchant 
that presumes to handle electrical goods without radio 
is placing himself in a ridiculous position and stands 
in a fair way to lose out. Complete sets and parts 
should be added, and a special attempt made to attract 
the younger generation. That makes for future cus- 
tomers and future business. A man can’t just think 
of today, you know. If he expects to grow with the 
city and the population where he is doing business, he 
must keep alert at all times to add what is needed by his 
customers, both present and future.” 

“To what fundamental reason do you attribute your 
success with electrical goods?” we asked. 

“Sound merchandising, or in other gords, having 
what people want when they want it and in the way 
they want it. We let them know what we are able and 
willing to do in order to get their trade, and we have 
sales people who know what they are selling and how to 
sell it. We plan what we want to do, and then we do it.” 





The cost of power used on farms in the United 
States is about $3,000,000 annually. 








Straight Talk to 
Electrical Dealers 
on Radio 


How would you like to 
sell a radio set so exact in 
its operation that when your 
customer comes in_ and 
savs “Let’s hear WGN” 
you say “Dial 31 and pull 
the switch!” 


That’s Day-Fan. 


How would you like to 
have your customer say, 
“Can you cut out a big 
nearby station and bring in 
one far away?” and be 
able to do it, every time. 
with either a single or a 
three dial control set? 


That’s Day-Fan. 


How would you like to 


have your customer say, 
“Let’s test it for tone 
beauty,” and then vary for 
his admiration from the 


high silver flute to the deep 
organ bass? 


That's Day-Fan. 


How would you like to 
have half a dozen more 
people come in within a 

: 6s 
week saying, “I heard that 
set you sold—let me _ look 
over the models?” 


That’s Day-Fan. 


would you like to 
your 


How 
be able to meet all 


trade wants, in range of 
models, in low price, in 
beauty of cabinet and 


beauty of sound, in selectiv- 
ity, in volume, in distance, 
in every newest advance in 
radio, and have no come- 
backs with trouble to fix? 


That’s Day-Fan. 


How would it seem to be 
the only dealer in your dis- 
trict selling these remark- 
able sets? To be protected 
on price as well as terri- 
tory? To be_ helped _ by 
powerful advertising in 
newspapers and magazines. 


That’s Day-Fan. 


How would it seem to be 
a radio business 


building 

on a sound and solid foun- 
dation, with a proven and 
reliable company behind 
you, protecting you’ and 
protecting the public with 


service and highest quality? 
That's Day-Fan. 


Write, phone or wire for 


name of distributor con- 
trolling your territory if 
you can qualify for the 
valuable Day-Fan §fran- 
chise. Act fast. Several 
million dollars’ worth sold 


in last year’s short season 
on performance. The new 
line is even  better—thanks 
to radio progress. 


This business is stabilized 
at last. 


That’s Day-Fan. 





The Dayton Fan & Motor Company 


Dept. EG 


Dayton, Ohio 


For More Than 36 Years Manufacturers of High Grade 
Electrical Apparatus. 
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Where Do Your Range Profits Go 


Full Automatic Time 
and Temperature —IN Your Pocket or OUT P 








Controls 
| Both are automatic features f, “— i 99 Ti 
iT of L@H Electrics Ranges— eg 
| easy to operate and absolutely or ervicini ime © 
| papel The ee 
| rolis much simpler than a . 7, 
| Goch. Hement ank wajek ELL ranges that move quickly off your floor—then you’re getting 
, ‘ at the time ° ° os 
| mane aeee auakben to dunk turnover. Sell ranges that require little or no “servicing”—then you’re 
| tine aes = Awan yon i making a profit. 
tai heat, t ti- , ; ° ; . ° : 
| cally senbteg and dlenting L & H Electrics Ranges are built to give satisfying, uninterrupted service 
t that t S ° ° g . y . 8 P 
usu case Gee a for years. And because of their distinctive designs, they also have that 
current. eye-catching appeal to prospective purchasers which makes selling easy. 
p p ~ y 
L@H Electric Appliances L & H Electrics Range line offers a complete variety—from all-white por- 
Include: celain enamel models to semi-porcelain finish ranges, including full auto- 
| Reflector Heaters Heating Pads matic models—all built to last. 
| eet — — Plates 
| Curling Irons rons ° : . . ° 
| ey ae us show you in detail the superiority of L@H Electrics Ranges. 
Table Stoves Urn Heaters § Write us today. 





oc ELECTRICS 


TRADE MARK 


---Ranges and Appliances 


A.J. LINDEMANN & HOVERSON CO. 
435-437 Cleveland Avenue, Milwaukee, Wisconsin 
Long Beach Building L@H Building 1636 14th Street Rialto Building 
New York, N. Y. Chicago, IIL Denver, Col. San Francisco, Cal. 


DEALER'S NOTE—The best jobbers are prepared to supply 
L@&H Electrics Ranges and Appliances 
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Here’s [he Big News! 


The Largest Order Ever Placed for 
Consumer Advertising in Electrical : 
Appliance History. Over $500,000 to 
Make Hold-Heet Selling Franchises 
More Valuable Than Ever. Get in Line! 
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The Russell Electric Company never does things by halves! Either the job is done in a 
bigger and better way than it was ever done before, or else it is never started. That is why Hold- 
Heet appliance sales break records every year and why Hold-Heet dealers make more money than 
they possibly could with any competing line. 







; A perfect avalanche of Hold-Heet consumer advertising is about to start.. It has but one ob- 
; ject—to put Hold-Heet merchandise way out in front—and to keep it there! Pages and double 
: pages—scores of them; millions upon millions of individual advertisements. Nothing like it was 
ever before attempted. The “brute force of advertising” is in partnership with the persuasive power gle> 

of advertising. It is destined to reach the pocket nerves of. all America. | — 



































Liberty, the fastest growing magazine in America, with a weekly mounting circulation of over 
; 1,100,000 copies, will carry this stupendous campaign. More than $500,000 will be invested in this 
great sales effort. And mark you— it is going to win! Nothing is going to—nothing can—stop 
Hold-Heet dealers from reaping a harvest of profits. 


Hold-Heet selling franchises have always been valuable to keen dealers. Now with this great 
campaign they have been trebled in value. Every Hold-Heet dealer and jobber can sincerely con- 
gratulate himself on his past faith in this great line. A tremendous profit opportunity is now at 
his door. The time for a real clean-up is here. And we are going to see that you get your just 
share. ; 


The first big gun will be fired in Liberty August 15th with an attention-compelling, resistance- 
smashing four color double spread. In rapid succession, other powerful four color pages and 
spreads will follow. Hold-Heet will become household words and Hold-Heet appliances will be- 
come household friends. Striking window display signs—moving, flashing, and inanimate—will be 
supplied. Ready made newspaper advertisements, circulars, etc., will be yours. The campaign is 
comprehensive, compelling, complete! Nothing has been overlooked or left undone to make Hold- 
Heet sales a big part of your business. The result is a foregone conclusion. It is written in one 
word—success! 


If you are not a member of the great Hold-Heet dealer family now, you cannot afford to stay 
outside a day longer. The “pickin’s” are too good inside. Every Hold-Heet dealer, as soon as he 
reads this, will check up his stock and get his orders in to his jobber. He knows that what we start 
we finish. Ten pages in this publication wouldn’t be enough to 
tell all of the details of this—the greatest consumer advertising 
campaign ever inaugurated in the history of the electrical appli- 
ance industry. But a line to us will bring the detailed story. Send 
that line! 








To sum this whole thing up, I say to you that if you want to 
make more money from more appliance sales than you ever made 
in your life, this is your opportunity and Hold-Heet is your answer. 
Act! 












340 West Huron St. 
The World’s Largest Man- Chicago, Illinois 


ufacturers of Lamp Sock- 
et Heating Devices 
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Radiola 26, with its 
extra battery cabinet for 
home use. Walnut fin- 
ish , loudspeaker built- 
in. With six Radio- 
tronsU V-199,$225 

















model with built-in loud- 
speaker. With six Radio- 








selling this man? 


Thousands everywhere are eager to buy 
a Portable Radiola Super-Heterodyne 


Thousands will buy—if you will sell. With the pop- 
ularity and the performance-fame of the Radiola 
“Super-Het,” sales are easy enough—if you go alter 
them. With two completely portable models of the 
“Super-Het”—with strong backing of advertising for 
them —and train loads— highway-fulls—of people 
going off to sea and mountain, there’s big summer 
business right now for the man who knows it is there 
and goes out to get it. 


Radio Corporation of America 
Chicago New York San Francisco 


cadiola |. 









Secs wre AN RCA PRODUCT 





Radiola 24, suitcase 


trons UV-199 . $195 
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